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CHOOSES QUEEN 


Rough Proofs 


Pennsylvania’s warning to motor- | 
ists, “Curves are beautiful but | 
dangerous,” was evidently not writ- 
ten by a woman hater. 

v 


vy 


The official limit of 50 miles an 
hour applies to the new Pennsyl- 
vania Turnpike, which was built 
for unlimited speed. Drivers will 
obey the rules when going through 
the tunnels, anyway. 
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Dr. Claudius T. Murchison, president of 

the Cotton-Textile Institute, greets Frieda 

Myers, daughter of a leading textile 

manufacturer, following her selection as 

queen of a cotton festival at Gastonia, 
N. C., last June. 


Export Loss Rocks 
King Cotton, But 
He's Not Down Yet 


+, FF 


Buick has a young man who has 
his eye on Hollywood. In every 
picture of the new cars in which he 
poses he has his arm around a 
good-looking girl. 
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Wendell Willkie says that in re- 
cent years politicians have become 
cynical regarding the people. How- 
ever, the people have been cynical 
about the politicians for a lot longer 
than that. 
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New York City thinks it would be 
swell if advertisers using store dis- 


Predict Flood 
of Advertising 


$10 Per Unit Allowed. 
to Promote Process of 
Tenderizing Meat | 


| Cincinnati, Oct. 3.—The trickle | 
lof advertising which has appeared 
|in behalf of the Sperti meat tender- | 
| izing process will swell to a flood 
|in the near future, since the Sperti 
Electric Mfg. Corporation has estab- 
|lished an advertising allowance of 
($10 for each unit sold. Spertified 
ultra-violet ray lamps are being 
marketed to packing houses, super 
markets, groceries, meat retailers 
and others through refrigeration 


for Sperti Lamp 


| 


distributors, who are given small, | 


|but exclusive territories. 

| When a distributor reaches his 
quota, the company matches the 
sum made available for advertising. 
The distributor or packer’ then 
{selects his advertising media and 
proceeds with the campaign. Charles 


10,000,000 Bale Dom- Ww. Flood is in charge of sales. 


plays would contribute $1,000,000 a estic Consumption Is. Only One Competitor 

year aS an occupancy tax. If they | A see 6b Anniteiate — 
. ' ‘ ; : 5 | ans snderizing meats 
pay it, their occupation can be Goal of Industry quickly has long been sought by 
listed officially as easy marks. : 


By A. P. MILLS 
, : New York, Oct. 1.— Warring 
With tax collectors trying so des- | gictators have put more than one 


perately to locate new sources Of | king out of business lately, but King 
revenue, advertising art will find it | Cotton won’t have to abdicate his 


vy | 


necessary to concentrate on protec- ‘throne if new promotion plans of 


tive coloration. \the Cotton-Textile Institute have 


|the desired result. 

King Cotton has been tottering on 
his throne for some years, but 
despite the curtailment in the export 
market from three-fifths to one- 
sixth of the crop as the result of 
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A course in church publicity and 
advertising has been started in St. 
Louis. One theme that might be | 
developed effectively is that of big- 
ger and better Sunday school pic- | the war, the cotton industry faces 
nics. |its newest emergency with courage 
/and hope for better days. 

Domestic consumption of cotton 

If Coca-Cola wins the court action |this calendar year promises to ex- 
now under way, a more original | ceed 7,750,000 bales—a new all-time 
method of making a soft business record. In many industries and 
out of a soft drink will have to be | under normal circumstances, such a 
invented. | mark would be cause for jubilation 
and celebration. But in such a rec- 
ord the Cotton-Textile Institute sees 
only a challenge for its 1940-41 
promotion program to achieve its 
goal of a domestic consumption of 
10,000,000 bales. 
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“Keeping the Vitamin Business 
in the Drug Store” is the title of a 
new Squibb trade skit, but it isn’t 
clear whether the idea has been sold 
0 the vitamins. Expects to Reach Goal 

As Dr. Claudius T. Murchison, 
'president of the Institute, pointed 
out to ADVERTISING AGE, such a goal 
is not impossible of achievement. 
If the industry continues to get the 
same kind of cooperation extended 
in the past by both the government 
and business, the mark can be 
attained. 

Dr. Murchison declared that what 
is needed is for the public “to re- 
discover cotton.’ Cotton has always 
been taken for granted. Despite 
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the | 


McCarthy has been viewing 
orld series and giving the De- 
roit Tigers some tips on just how 
‘o do it. Having declined to run 
for » fifth term, Joe can afford to 
d€ generous. 
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If the Heublein idea of profes- 
lonally prepared cocktails is gen- 
frally accepted, how in the world 
fe the party boys going to get their 


exercise? the fact that 2,000,000 people 
a (Continued on Page 45) 
Prvsident Roosevelt says the 


danger to a free press in America 
‘from “internal corruption.” These 
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Rough Proofs 1 
Voice of the Advertiser 


Copy Cus. 


every establishment where a walk- 
lin type of refrigerator is used. West- 
| inaowee Electric & Mfg. Company, 
|in collaboration with the Kroger 
Grocery & Baking Company, was 
first to offer such a process, but 
Sperti claims many advantages over 
the rival method. The new system 
is the brain child of Dr. George 
Speri Sperti, director and research 
professor at the Institutum Divi 
Thomae of the Athenaeum of Ohio, 
lecturing professor at the University 


| 
| 


| 


| 
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itwo “J’s.” 


of Dayton, and formerly research | 


director at the Basic Science Lab- 
oratories, University of Cincinnati. 
Low temperatures have made pos- 
sible the storage of fresh meat for 
prolonged periods, but, as the period 
of storage extends, costs progres- 
sively increase. This is true because 
refrigeration, efficient as it may be, 
merely retards the forces that cause 
spoilage. Spoilage has been ac- 
cepted as inevitable and heavy coat- 
ings of mold have, in fact, become 
the badge of tender “hung” meat. 
The low temperatures necessary 
for this retarding action exact a 
further toll in dehydration. Dry- 
(Continued on Page 41) 
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STILL PRESIDENT 


L. Rohe Walter, Flintkote Company, New 
York, who was re-elected president of the 
Direct Mail Advertising Association. 
(Story on Page 2) 


] & ] Constructs 
Electric Sign for 
Air Travelers 


Chicago, Oct. 4.—Airline passen- 
gers arriving and departing from 
this city last night had their initial 
glimpse of what is believed to be 
the first electric sign in the world 
desigiied to be seen only by people 
traveling in the air. 

The sign has been constructed by 
Johnson & Johnson, surgical and 
toilet products manufacturer, on the 
top of its plant here near the air- 
port. The sign lies flat on the roof 
and is visible only from the air. It 
is made of the Johnson & Johnson 
trademark, a red cross flanked by 


with red neon, the 
white neon tubing. 


letters with 
Potential circu- 
of the sign is indicated in 
airport figures for the first six 
months of 1940 showing 132,111 
arrivals and 133,445 departures by 
plane. While the sign is more 
strikingly visible by night, it also 
shows up well by day. 

Federal Electric Company built 


the sign. Previewers last night in- 


cluded press and business repre- 
sentatives who were guests of John- 
son and Johnson on a_ courtesy 


American Airlines flight for a first 
hand view of the attraction. Young 
& Rubicam is the Johnson & John- 
son agency. 


Last Minute News Flashes 
Servel Boosts Appropriation for Major Media 


Atlantic City, Oct. 4.—Servel’s expenditure of $500,000 in major 
media last year will be exceeded during the coming 12 months, Louis 
tuthenburg, president, told a sales convention here today. Fifteen maga- 
zines, newspaper space in cooperation with dealers, spot radio and outdoor 


posters will plug the 
Durstine & Osborn is the agency. 


“stay silent—last longer” 


theme. 


Maxwell House to Extend Newspaper Promotion 


New York, Oct. 4. 


Large-space newspaper advertising for Maxwell 


House coffee, now confined to New York dailies, will be extended to 


other major markets soon, it was learned here today. 
promotion for the General Foods brand has been confined to color copy | 


in Sunday roto sections and small-space reminder copy on radio pages. 


Plan Campaign to Promote Goat Milk 


Wichita, Kan., Oct. 4.—Possible development of a national campaign | 


to promote use of goat milk and by-products was seen here following 
completion of the American Goat Society’s convention, where plans for 
a subsidiary organization of commercial dairymen were discussed. 
Roberts Leaves TWA to Join Olds Agency 


Kansas City, Oct. 4.—After three years as advertising manager of 


Transcontinental & Western 
effective Oct. 


Air, 


J. 
15, to join D. P. Brother & Co., Detroit. 


C. (Cliff) Roberts has resigned, 


Mr. Roberts 


|} will head the sales promotion group on Oldsmobile. 


The cross is illuminated | 


Batten, Barton, | 


Recent newspaper | 


Experts Discuss 
Direct Mail in 
War Torn World 


Can Help Government 
| and Business Alike, Con- 
vention Hears 


Atlantic City, Oct. 3.—Advertis- 
ing’s role in achieving national pre- 
paredness, as well as in assisting 
the oversold manufacturer in main- 
| taining contact with his normal 
| clients, provided the central theme 
|for the 23rd annual meeting of the 
| Direct Mail Advertising Association 
here this week. The direct mail ex- 
perts heard that gilding the lily is 
forgiven by women, provided the 
brush not applied too heavily. 
Direct mail, they were told, must 
swing into the informative caval- 
cade, since “no amount of persua- 
sion can offset lack of information.” 
| Many kind words were directed at 
|the pioneering done by Sears, Roe- 
| buck & Co., in the field of informa- 
| tive labeling. 
| L. Rohe Walter, advertising man- 
jager, Flintkote Company, New 
York, and DMAA president, charac- 
terized the present situation as “the 
greatest military crisis since Napo- 
leon, the greatest election crisis 
since Lincoln and the greatest eco- 
nomic crisis since Adam Smith.” 


is 


Recruiting by Mail 


Mr. Walter gave results of a ques- 
| tionnaire to a long list of advertisers 
in diversified fields, which he said 
proves that direct mail is regarded 
as an essential part of every mod- 
ern sales promotion effort. He urged 
that the government itself use direct 
mail to recruit men and to solve all 
of the innumerable other problems 
|with which it is faced. 

“The intimate touch of direct 
j;mail can help American business 
|solve its intricate new public rela- 
tions problems,” said he. “Direct 
mail can educate key groups in 
|private enterprise to the need for 
/national defense and it can edu- 
j}cate employes to realize that the 
|}employer has problems no less acute 
than labor. 

| “Like democracy, direct mail em- 
phasizes the importance of the in- 
dividual.” 

Harry Collins Spillman, National 
Association of Manufacturers, said 
that advertising has the greatest 
opportunity of all time. For the 
|first time since Yorktown, America 
needs to resell democracy. Thus, 
|“Our great need is for statesman- 
| ship in advertising.” 

“We need to mobilize the mind 
of the nation,” he asserted. “Our 
danger today is from failure of the 
masses to think straight or to think 
at all. And what the public fails to 
understand it opposes. If democ- 
racy dies in America, it will not be 
from loss of blood, but loss of the 
will to live.” 


Clarification Is Needed 


Sanford Griffith, a major in the 
American Expeditionary Force and 
| now president of Market Analysts, 
Inc., New York, said that confusion 
is the essence of public thought at 


present and that a Ministry of 
Propaganda under that or some 
other name is urgently needed in 


|this country. He asked the adver- 
|tising men to assist in clarifying 
lopinion in favor of adequate pre- 
paredness. 

| D. W. Keightley, advertising 
|manager, Canadian Industries, Ltd., 
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ADVERTISING AGE 


October 7, 1949 


Montreal, and past president, Asso- 
ciation of Canadian Advertisers, 
told of Canada at war. 

“In contrast with 1914,” he said, 
“business refused to get panicky; on 
the contrary, it settled into the 
traces. Advertising budgets were 
not only not cut, but in many cases 
actually increased. However, the 
government has put an effective 
stopper on the lush appropriations 
which accompanied the last war. 


Restraint in Canada 


“The extravagant institutional ad- 
vertising and de luxe direct mail 
pieces of 1914-18 will never return, 
because the income tax act gives 
the Minister of National Revenue 
power to determine what are rea- 
sonable expenditures for advertis- 
ing. 

“Advertisers in Canada wisely 
have refrained from attempting to 
exploit the war psychology. Direct 
mail has been recognized by the 
government, which has sent three 
mailing pieces to every home in its 
war fund campaign.” 

Robert T. Williams, director of 
the industry division of the Federal 
Housing Administration, criticised 
alleged failure of building product 
advertisers to support its efforts. 


home owners, he said. 

Mrs. Helen M. Slator, director of 
the consumer division, Francis H. 
Leggett & Co., New York, brought 
the feminine viewpoint. 


Hope Is Watchword 


“A vital part of our jobs today, 
she said, “is to stop the spread of 
the fear complex that is tightening 
around the hearts of the women of 
the nation. We can sell our mer- 
chandise and our belief in a better 
future at the same time. 

“Women have been given many 
unpleasant statements about adver- 
tising, but they are now beginning 
to hear the other side of the story 
and to believe it. They are more 
in accord than ever before in their 
desire to preserve the American 
way of living. They have come to 
look upon business as part of this 
way and as their worthy partner. 


Like Glamor Advertising 

“Women like glamor advertising. 
It doesn’t fool them, but it intrigues 
their fancy. Honesty is tremen- 
dously important in advertising, but 
to get anywhere in this sophisti- 
cated era candor needs a little 
makeup, a jaunty feather in its hat. 
Women like this pleasant camou- 
flage and respond to it even though 


Walter Elected 
to New Term 
as DMAA Leader 


(Picture on Page 1) 

Atlantic City, Oct. 3.—L. Rohe 
Walter, advertising manager, Flint- 
kote Company, New York, was re- 
elected president of the Direct Mail 
Advertising Association at its con- 
cluding session here today. He had 
previously served one and one-half 
terms. 

Spalding Black, advertising man- 
ager of the cellophane division, 
Canadian Industries, Ltd., Montreal, 
was elected Canadian vice-presi- 
dent, succeeding Bacon Brodie, Rous 
and Mann, Ltd., Toronto. Richard 
Messner, E. E. Brogle & Co., New 
York, was re-elected vice-president. 


Elected Governors 


R. H. L. Becker, advertising man- 
ager, National Cash Register Com- 
pany, and Victor E. Hecht, vice- 
president, Zellerbach Paper Cor- 
poration, San Francisco, are new 
members of the board of governors. 
Those re-elected are George E. 
Loder, National Process Company, 
New York, and Frank L. Egner, Mc- 


The story of FHA financing belongs |they usually recognize it for just|Graw-Hill Book Company, New 
in every advertisement directed to | what it is.” York. 
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buying power. 


takes only 12c per line 


W iran a single 30-day period 
Troy A.B.C. City Zone plants received 
more than $14,690,000 in national de- 
Largest single orders 


Arsenal for 


Cannon cannot be cast or delicate 
engineering instruments set up in a 


operations are 


The Record Newspapers, Troy's 
sole dailies, reach more than 140.000 


consumers in this center of mounting 


To tap this expanding sales field 
lowest cost 
for single-medium blanket coverage 


of any major New York State market. 
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J. A. VIGER, 
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THE TROY RECORD CO. ADVERTISING MANAGER 
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READY WELL AHEAD OF TIME 
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TE DAD THE AMERICAN WAY, 


This full-color poster for Father's Day is the work of McClelland Barclay and is 

being released by the National Father's Day Council, New York. 

won't be used until some time in May of next year, it was dedicated at the 
American Legion convention in Boston last week. 


Although it 


AFRA, Networks 
Agree on Scale 
for Sustainers 


New York, Oct. 3.—The threat of 
a strike by sustaining radio per- 
formers was ended here yesterday 
when the American Federation of 
Radio Artists and the national net- 
works reached a tentative agree- 
ment after 17 days of arbitration 
conducted by the State Mediation 


| Board. 


Terms of the agreement, which is 


| subject to ratification by the union’s 


10,500 members throughout the 
/country, were not made public but 
that both § sides 
|}agreed to compromises on several 
| points. Performers will gain wage 
increases but not so great as those 
| demanded, it was understood. 


Jules S. Freund, executive secre- | 


tary of the mediation board, said 
that the accord covered all major 
points at issue between AFRA and 
the National Broadcasting Com- 
pany, Columbia Broadcasting Sys- 
tem and Mutual Broadcasting Sys- 
tem. Commercial programs were 
not involved, being covered by a 
separate contract which expires in 
February. 

The strike threat arose upon ex- 


piration of the old agreement cov- | 


ering sustaining artists Sept. 12. A 
series of conferences between net- 
work executives and AFRA officials 
proved fruitless, and negotiations 
were broken off. The state board 
entered the case by agreement of 
both parties, with the first media- 
tion hearing being held on Sept. 


/16. Meanwhile, union members 
| voted their officials the authority to 
call a strike if necessary. 

Full credit for solving the dispute 
| was given by both sides to William 
|H. Davis, chairman of the mediation 
board. Other negotiators included 
Mark Woods, vice-president of NBC, 
Lawrence W. Lowman, vice-presi- 
dent of CBS, Julius F. Seebach, Jr., 
vice-president, Station WOR, and 
Mrs. Emily Holt, George Heller and 
Henry Jaffe of AFRA. 


Boston Ad Club to Open 
10-Week Ad Course Oct. 16 


“Advertising as it is created in 
1940” will be the general theme of 
a 10-week course in advertising to 
be sponsored by the Advertising 
|Club of Boston, beginning Oct. 16. 
| Robert Elliott of S. D. Warren Com- 
| pany is chairman of the educational 
| committee. 

Scheduled to deliver the lectures 
are Louis Glaser, president, Glaser 
Gottschaldt, Inc.; Paul N. Swaffield, 
advertising manager, Hood Rubber 
|Company; Francis W. Hatch, vice- 
|president and general meanager, 
| Batten, Barton, Durstine & Osborn: 
| Kenneth A. Grubb, formerly New 
|England manager, Daniel Starch 
land Staff; Claude H. Higgins, 
New England representative, Made- 
moiselle; George W. B. Hartwell, 
'Alley and Richards Company; and 
Watson M. Gordon, Doremus & Co 


| 


|Bull Dog Blue in Ohio 

The J. L. Prescott Company, 

assaic, N. J., has extended its cam- 
paign on Bull Dog Blue, a liquid 
blueing, to the Ohio market where 
‘it will run in newspapers for 2° 
| weeks, through Monroe F. Dreher, 
| Ine. 
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Blue Network Improvements Since June 1, 1940 


New Blue Florida Group Added 
WJHP = Jacksonville WKAT Miami Beach 
WMFJ Daytona Beach WTMC Ocala 


Other Stations Added or Scheduled for Addition 


KOME Tulsa KXOK St. Louis 
WCBS Springfield, Hl. KFRU Columbia. Mo. 
WAKR Akron 


Completed Improvements 


WRNL, Richmond (1000 watts 880 kc.) was substituted for the pre- 
vious outlet, which operated at lower power on a less favorable 
frequency. 

WFGN, Birmingham. Increased its power to 250 watts. 

WBZ, Boston, began operation with new antenna and new trans- 
mitter on new site at Hull, Massachusetts, giving direct salt water 
coverage to the Boston market. 


Other Improvements Now Being Made 


KOB, Albuquerque. Increases power to 50,000 watts, giving Blue 
Network excellent clear-channel coverage of the Mountain area. 
New building, new transmitter, new antenna. 

KERN, Bakersfield, California. Increases power from 100 watts to 
1000 watts. New transmitter. 

WELL, Battle Creek. Increases power from 100 watts to 250 watts. 
WHK, Cleveland, Ohio. Increases night power to 5000 watts, and 
also installs directional antenna. 

WKAT, Miami Beach. Increases power from 250 watts to 1000 
watts and changes frequency from 1500 to 1330 ke. New location, 
new transmitter. 

KFSD, San Diego. Increases power to 5000 watts. 
ter, new site and new antenna. 

KSCJ, Sioux City. Increases night power to 5000 watts and in- 
stalls directional antenna. 

WMAL, Washington. Increases power to 5000 watts. 
tion, new transmitter, new directional antenna. 


Further Improvements for Which Authority Has Now Been 
Granted 

WBAL, Baltimore—To use 50,000 watts. 

WXYZ, Detroit—To use 5000 watts night. 


WFDF, Flint—To use 1000 watts and change frequency to 880 kc. 
KTMS, Santa Barbara—To use 1000 watts. 


New transmit- 


New loca- 


ADVERTISERS 
DONT \EED 
MILLA 


A 


to do a national advertising job 


on the Blue Network! 


W uy is the Blue a grand buy ? 


its low cost. 


Well. first, is 
No other medium costs as little na 


tionally. This is the result of the Blue Network 


Discount Plan, which enables your network to 
grow with your business. Second, the Blue's 
*Monev-Market” coverage—concentrated where 


12% 


of the country’s effective buying power is 
located. Third, the well-known Blue bonuses 
circulation increases at no increase in cost, mack 


periodically through station improvements 


Yes—the Blue is the year’s best advertising buy! 
For less than $5,000* for a nation-wide nighttime 
half-hour, it will show you that sales begin where 
the Blue begins. National Broadcasting Company 
a Radio Corporation of America Service 


2 NBC BLUE NE 


nal SS aw” 3 - 
Seles thru the ait with the 


Kobak Reports Prog- 
ress to Trammell After. 
First 3 Months of Inde- 
pendent Sales Opera- 
tion for the Blue 


Plans, progress and complete 
picture of the NBC Blue Network 


|since its official separation from 


the Red some three months ago 
were recently reported in a mem- 
orandum from Vice President 


| Edgar Kobak to Niles Trammell, 
| President of the National Broad- 
|easting Co. Text of the report is 


as follows: 


(COPY OF MEMO) 

The Blue Network has been | 
paddling its own canoe for some 
three months now and I think it 
time to make a comprehensive | 
report of our activities since you | 
established the Blue Network as | 
an independent unit of the Na- 
tional Broadcasting Company. 

I am particularly pleased with | 
the effect on our own people. 
The Blue Network is no longer 
on the defensive and our own 
salesmen are the first to benefit} 
by the change. With Keith Kig- 
gins heading sales, assisted by 
Paul McCluer in Chicago, Tracy 
Moore in Hollywood, and with 18} 
able men selling the Blue ex-| 
clusively, I’m confident that 
we're on the way to building up 
the finest sales force not only in 
radio, but in the entire advertis- | 
ing field. Our own men are en- 
thusiastic about the set-up and 
so are outside station represen- | 
tatives, clients and their agen-| 
cies. The typical comment is 
“You should have done it long 
ago.” 


New Assignments 
We're applying this man power 
in a new way. Whereas formerly | 
one man _ contacted a_ whole) 
agency, we’re now assigning by | 
account rather than by agency. 


| In other words, given a specific 


| 
account our salesman will son | 
tact the client and those agencies 
with which he does. business, 
thereby getting a better picture | 
of the account as a whole and | 
also increasing our opportunities | 
to be of service. 


New Clients 

Now where are we_ going? 
What is our market? Right now | 
we're pretty well fixed with vet- | 
eran radio sponsors and we ex- 
pect to get others, but we're 
looking to the prospect who has 
never been on the air as our 
richest source of future develop- 
ment. We believe that the sta- 
tion effectiveness of the “Blue” 
plus the constructive work we're 
doing in building programs 
makes the Blue Network a par- 
ticularly suitable choice for the 
growing business ready for its 
first radio venture 


New Stations 
Although we've always been | 
an exceptionally good radio bar- 
gain, we're taking steps to make 
the Blue a better buy than ever. 
To that end we've added numer- 
ous stations to round out our 
coverage and allow advertisers 

still greater flexibility. 


New Programs 

But it’s in the field of program- 
ming that we're going to make 
our greatest strides. Nobody’s 
going to have an advantage on 
us there. First of all, we’re mak- 
ing no bones about our attitude 
towards new shows on the Blue 
We're telling clients frankly that 
just being on the air today is no 
longer enough, that we're not 
merely interested in selling time. 
but in seeing that such time i 
filled with nothing but high-class 
entertainment. It is as much to 
advertisers’ interest as to our 
own to see that every program 
on the Blue Network is a poten- 
tial “best seller.” 

Likewise, when it comes to 
building our own shows, we're 
going to “practice what we 
preach.” Our _ contribution in 
that field is going to consist of 
bigger and better sustaining pro- 
grams, new types of shows, and 
continual experimentation to 
raise the standard of network 
entertainment You remember, 
of course, that “Information. 
Please,” began as a sustainer on 
the Blue. Well, that’s the calibre 
of entertainment we're aiming at 
in all fields And, right now, 
with sustaining programs rang- 


BLUE ADDS 18 NEW ACCOUNTS 


NEW ACCOUNTS 
Emerson Drug Co.. 


Ohio Oil Company... .* 
Harold Clapp Baby 


Miles Laboratories 
Better Speech 
ee 
Charles Gulden, Inc... Musical 
Lewis-Howe Co. 


Grove Laboratories 


Chemicals Incorpor- Vano ............. Tues. & Fri., 8:30-8:45 
er Ore A. M. Pacific Coast 

ACCOUNTS LOST 

(Since June 1) 

Gordon Baking ...... “One of the Finest”.Tues. & Thurs., 


Brown & Williamson. . “Plantation Party”. Fri., 9-9:30 P.M. 


Westinghouse . ‘Musical 


Americana” 
. “Information 


Canada Dry ...... 


Colgate-Palmolive- 
. Jaa 


Anacin Co. 
Anacin Co. 
Kolynos Co. 


Procter & Gamble 
(CRIDBO) «2.00: “Painted 
Procter & Gamble 
Le, ) ee 
Procter & Gamble 
(Ivory Flakes) .. 
Procter & Gamble 
(Camay) .... 


Reynolds Tobacco 
A. S. Boyle 


J. B. Williams. . 


Adam Hat Stores, Inc.. 


Bouts 

Air Conditioning 
Training Corp. 
Music 

Midway Chemical Co 


Cal-Aspirin Corp 


Ironized Yeast 
Lewis-Howe Co. .. 
Modern Food Process 
eee 
Pacific Coast Borax 


Co 
Chas. H. Phillips 
Chemical Co 
moon 
Ralston-Purina Co. 


Sun Oil Co. 
R. L. Watkins Co 


Wyeth Chemical Co 
Wife’ 


BLUE NETWORK ADVERTISERS 


September, 1940 
PROGRAM TITLE 
..Ben Bernie ....... Tues., 8-8:30 P.M. 
Lever Bros. (Spry)...“Uncle Jim’s 
Question Bee” 
Lever Bros. (Rinso)...“Grand Central 
Station” 
‘Title Tales” 


| ER = ee “Mother O’Mine” ..Mon.-Fri., 4-4:15 P.M. 
Knapp-Monarch Co. ..“*Ahead of the 
Headlines” ..Sun., 11:45-12 noon. 
Dr. Earl S. Sloan, Inc..“*Gangbusters” .Fri., 9-9:30 P.M. 
Canadian Railways ..“Canadian 


Holiday” , 

Modern Food Process.“Olivio Santoro” 
.“Quiz Kids” 
“Speak Up 
America” 

wre cee “Nash News 
Reporter” 

 * ae Tues. & Thurs., 


Patae “Fame and 

Fortune” ...... 
.“Sherlock Holmes”. Sun., 8:30-9 P.M. 
Standard Brands, Inc..“I Love a Mystery”. Mon., 8-8:30 P.M. 
United States of Brazil. Pearson and Allen.Sun., 7-7:15 P.M. 


(Last program Please” .Tues., 8:30-9 P.M. 
Nov. 11) 
RENEWALS 
eRe “Dear John” .. Sun., 9:30-9:45 P.M. 
Andrew Jergen’s Walter Winchell ..Sun., 9-9:15 P.M. 
Andrew Jergen’s .Parker Family ....Sun., 9:15-9:30 P.M. 


Bill Stern 
“Easy Aces” 


“Just Plain Bill” 


“Mr. Keen, Tracer 
of Lost Persons’. Tues., Wed., Thurs., 


Dreams’ 
“Vie & Sade”. 


“The Story of 
Mary Marlin” 
“Pepper Young’s 
Family” 


“Luncheon at the 
Waldorf” 
“John’s Other Wife” 


oo ave OF 
Advertisers Continuing Under Current Contracts 
PROGRAM TITLE 
Madison Square 
Garden 


Sidney Walton's 
“Just Plain Bill”... Thurs., Fri., 


“Amanda of Honey- 

moon Hill” ..... Fri., 3:15-3:30 P.M. 
“Good Will Hour’. Sun., 10-11 P.M. 
“Pot o’ Gold”... 


.Moylan Sisters 
Death Valley Days. Fri., 8:30-9 P.M. 


“Amanda of Honey-Mon.-Thurs.., 
 — — 
Tom Mix Ralston 


Lowell Thomas 
“Orphans 
Divorce” 
“John’s Other 


Straight Shooters.Mon.-Fri., 5:45-6 P.M 
Mon.-Fri., 6:45-7 P.M 
of Mon.-Fri., 3-3:15 P.M. 


PERIOD 


.Fri., 8:30-9 P.M. 


Se ie kak B Tues., 9-9:30 P.M. 
.Fri., 10:30-11 P.M. 


...Thurs., 8-8:30 P.M. 
.Sun., 5:15-5:30 P.M. 
.Wed., 8-8:30 P.M. 


.Sun., 7:30-8 P.M. 
Mon.-Sat.., 
9:30-9:35 P.M. 


6:30-6:45 P.M. 
. Thurs., 9-9:30 P.M. 


7:30-8 P.M. 


Tues,, 9-9:30 P.M. 


ate Sun., 9:45-10 P.M. 
... Tues., Wed., Thurs., 
7-7:15 P.M. 
.Mon., Tues., Wed.. 
3:45-4 P.M. 


7:15-7:30 P.M. 
’. Mon.-Fr¥, 
10-10:15 A.M. 
Mon.-Fri.., 
10:15-10:30 A.M. 
Mon.-Fri.., 
10:30-10:45 A.M. 
Mon.-Fri., 
10:45-11 A.M. 


errr Sat., 1:30-2 P.M. 
.Mon., Tues., Wed., 
3:30-3:45 P.M. 


False”... Mon., 8:30-9 P.M. 


PERIOD 


Boxing 


Sat., 10-10:15 A.M 
3:45-4 P.M. 


... Thurs., 8:30 P.M. 
Sun., 5-5:15 P.M 


3:15-3:30 P.M. 


Thurs.-Fri., 
3:30-3:45 P.M. 


ing all the way from Toscanini 
and Metropolitan Opera to the 
Chamber Music Society of Lower 
3asin Street we'd say we're 
heading in the right direction. 
More Cooperation 

In fhe past we have perhaps 
leaned backward to say “no” to 
advertisers Now, we intend to 
make cooperation the watchword 
of the Blue. We don’t intend to 
violate sound business principles 
to achieve this end, but we are 
going to make our policies elastic 
enough to cooperate with the ad- 
vertiser whenever his case so 
merits 

That is why we changed the 
3lue policy in regard to laxa- 
tives. Such advertisers who were 
on the air before the ban went 
into effect and therefore stayed 
on the air have proved by now 
that they can give the public a 
good program, presented in good 
taste. And we felt that we were 
discriminating against other po- 
tential Blue advertisers in deny- 


ing them equal opportunity. So 
we removed the ban as a flat 
edict. But the burden of proof 
still rests with the advertiser 
himself. Before he signs a con- 
tract he must convince us that 
his program fulfills our enter- 
tainment requirements and that 
his commercials are beyond re- 
proach. To sum it up, we have 
an open mind, and we shall keep 
it open for all clients. What 
we'll do for one—we’ll do for 
everyone, and for public service, 
Look at the Record 

Now for a few vital statistics 
that speak for themselves. Our 
dollar volume for the months of 
June, July and August was 17% 
above the same period in 1939. 
We've gained 18 new accounts, 
lost four, renewed 14. I think 
the figures above show that we’re 
really going places and that our 
slogan, “Better Buy Blue” means 
more today than ever before 

(Signed) Ed Kobak. 
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ADVERTISING AGE 


October 7, 1949 


Corn Products 
in Analysis of 


New York, Oct. 2.—Entering its | Miller 


issues of national magazines. 


Farming, 

Instead of the photographic treat- | and Woman's 
ment heretofore accorded the quin- | First Three Markets Group will also | include an offer of reproductions of | 
tet, Corn Products will feature|carry the copy, all of which will | the paintings. 
four-color reproductions of paint-| be in four colors. 
ings from life, executed especially; Although the opening shot in the|Corn Products 
for this campaign by Willy Pogany. | campaign is devoted to Karo syrups, 


months, with one of the sisters to |Kre-Mel desserts. About two-thirds similar reproductions of the Quints. 
/be cast in the spotlight role each |of each layout will be taken up| 
month and a final roundup of the | with a reproduction of one of the | turing the famous sisters will also 


group for the last insertion of the | sisters’ paintings. “Is Yvonne the _be made available to retail outlets. 


“4 s drive. | ‘Leader’ of the Quints?” is the ques- | ———_——_— 
Dionne Traits Under the direction of C. L./|tion posed by the advertisement. “All American Press” 


Company, the six-month | The youngster’s personal charms are ° 
fourth promotional year with the | campaign will appear in Capper’s enumerated and the tieup with the Backs U. S. Merchandise 
Dionne Quintuplets as a_ central | Farmer, Country Gentleman, Farm | product is introduced when empha- | 
copy theme, Corn Products Refining | Journal and Farmer’s Wife, Fawcett | sis 
Company will introduce a new note | Women’s Group, Good Housekeep- | value of dextrose and maltose. Dr. 
in the presentation of the famous | ing, Household, Life, McCall’s, Mac-| Dafoe is quoted as lauding these 
sisters beginning with November fadden Women’s Group, Successful |two ingredients as “ideal carbohy- 
This Week, True Story |drates for growing children.” 


Home Companion. Future insertions will probably | Cherry street, Evansville, Ind. 


| pose is now being arranged between 
Refining 


circulation. Herman Shouse 
Company 


The campaign is scheduled for six | future insertions will also promote |the rights to calendar prints and | Wence, circulation manager. 


Point of purchase material fea- 


A group of publications known as 
ae nee re the “All American Press,” which 
is directed to the nutritional will advocate buying all-American 
merchandise, is being planned for 
_the Middle West by R. J. Fuller, 
former editor of the Farmer’s Fam- 
ily Guide, who has located at 715 


The first of the publications has | 
A deal for this pur- | @Ppeared as a seven-column weekly | 
oe ha | newspaper at Evansville with 10,000 | 


; ; _| business manager; Merle Badders, | 
and Brown & Bigelow, which owns advertising manager, and Lester | 


ey 


IN NEW CAMPAIGN 


| 
| 


is | 
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CONTRACTORS DON’T STAY IN OFFICES, YET THEY 
MUST BE SOLD BEFORE YOU CAN SELL THEIR CUSTOMERS 


“T've got the architects sold. My 
dealer organization is nation-wide 
and enthusiastic. Why don’t I get 
more business with all this new con- 
struction going on?” 


That's the kind of question being 
asked by many a solid manufacturer 
in the building materials business. 
And the answer is easy: 


Architects are important. So is the 
dealer organization. But the man 
with the big influence on the thou- 
sands of homes which are built with- 
out a supervising architect—repre- 
senting an impressive proportion of 
the total volume of residence con- 
struction—is the contractor. 


To get your fair share of sales, you 
must have the contractor on your 
side. He doesn’t stay in an office, 
and your salesman can’t very well 
reach him when he’s supervising the 
job on Robbins’ roof, or moving 
from one to another of the jobs he 
has under construction. 


But Practical Builder reaches him 
where he lives—some 70,000 of him 
every month—with all the impor- 
tant news of what's going on in 
building. And by using the pages 
of Practical Builder to tell your 
story, you can be sure of a hearing, 


because evidence indicates that 


Publishers also of BUILDING SUPPLY NEWS and 


BSN DEALERS’ CATALOG— 24th Year 


Practical Builder is looked for, re- 
ceived eagerly, read carefully from 
stem to stern by the men whose 
recommendation is final for untold 
thousands of home owners. 


Let our representative give you the 
facts! Write or phone Practical 
Builder, 59 KE. Van Buren St. 
Chicago, Ill. 


Pee eee et hu 
es . 


‘SERVING 70.000" 
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> ee 


BUILDING EXPERTS — 


| 

| 

EXTRACT COMBINED AND POwOERES 
WITH ADDED OEXTHINS, MALTOSE AND DEXTROSE 


Typical copy in new newspaper cam 

paign for Nescafe coffee extract which 

has been on the market for a year, which 

is extending its field of operations tc 

several cities. Leon Livingston Adver 

tising Agency, San Francisco, is in 
charge. 


Lide Promoted 
by Westinghouse 
| Jesse H. Lide has been promoted 
to the newly-created position of as- 
sistant manager of the merchandise 
advertising and sales promotion de- 
|partment of the Westinghouse mer- 
'chandising division, Mansfield, O. 
For six years he has been sales 
|development manager of the mer- 
chandising division’s Middle At- 
|lantic district with headquarters in 
| Philadelphia. 


‘Rocky Mountain Hotel 
Group Discusses Drive 


| Plans for a newspaper advertis- 
ing campaign to stimulate the popu- 
| larity of the Rocky Mountain region 
‘as a vacationland were discussed 
by the Rocky Mountain Hotel As- 
sociation at its Denver convention 
recently. 
The plan was proposed by C. W 
|Post, of Fort Collins, Col., presi- 
| dent of the association. 


| 
Promotes Tom Moores 
Webster - Eisenlohr, Inc., New 
York, will use newspapers in 19 
cities in the Middlewest and South- 
west in a fall campaign for Tom 
|Moore cigars. Copy employs two 
appeals, one for the reader who 
likes to peruse his cigar advertising 
in leisurely fashion, and the other 
for the man who reads as he runs 
N. W. Ayer & Son, New York, is in 
charge. 
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October, 7, 1940 


La Nowmer 


HE magnetic ball whirls 

around the “Wonder Board.” 

It’s a “homer”! The crowd roars! 

The 1940 world series is being 

played before its eyes. Ardent 

baseball fans have depended on 

this visual play-by-play account 

of baseball’s classic, as furnished 

by the Phoenix Republic and Gazette at its Phoenix, 

Mesa and Glendale offices, for twenty years. KTAR, key 

station of the Arizona Broadcasting Co. also serves the 

constantly growing Arizona population with specially 

arranged world series coverage. This year more people 

than ever will rely on these public service mediums. For 

latest census reports show great population gains in this 

gold nugget of western markets. The city of Phoenix 

has a gain of 36%, Maricopa county 23%, the Phoenix 

trading area 15%, while the state of Arizona practically 

“doubles” the national average gain. Such growth 

means that sales possibilities have also greatly enlarged. 

Advertisers who seek more business can “score” by 
going after it NOW! 
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PHOENIX REPUBI BLIC C xo GAZETTE 


National Advertising Manager Ariz ety Representatives —~ 


athe the 


ARIZONA:BI ROADCASTING CO.inc. 


DICK LEWIS, General Manager PAUL H. Pi Conarheey, Representatives 
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Newspapers Form 
Spearhead of Fall 
Plymouth Campaign 


Detroit, Oct. 2—More than 90 per 
cent of all daily newspaper circula- 
tion in America will be used to 
introduce the new Plymouth 1941 
models to the motoring public, ac- 
cording to W. W. 
Romaine, director 
of advertising 
and merchandis- 
ing for the Ply- 
mouth division of 


Chrysler Corpo- 
ration. The fall 
campaign is de- 
scribed as_ the | 
biggest in the 
company’s __his- 
tory. 


Ss 


“Big space in 
regular news s€c- w. W. Romaine 
tions and special 
pages of rotogravure, plus added 
use of color to supplement black 
and white, will stress the major | 
improvements for 1941,” said Mr. 
Romaine. “Besides big newspaper 


| space the new advertising program 


also. involves dominant use of 
weekly and monthly, general and 
class magazines, with color spreads 
as well as radio and outdoor. Spot 
radio in addition to a national net- 


work program is included in the 
October program. National farm 
publications as well as state and 


sectional papers will carry the sales 
story to the rural market.” 


Among the Plymouth features 
being emphasized in copy are 
powermatic shifting and _ fashion- 


tone interiors. The favorable gen- 
eral business outlook for the coming 


year has heightened Plymouth’s 
optimism, according to Mr. Ro- 
maine. 


“Medical Index” Bows 


Medical Index of hospital equip- 
ment, medical supplies, surgical 
instruments and orthopedic appli- 
ances, specially designed to give 
news of new professional products 
|}issued each month, has made its | 
| bow at 22 W. 48th street, New York 


WKIP Joins , NBC Blue 


Station WKIP, Poughkeepsie, 
become an affiliate of the Blue net- 
| work of the National Broadcasting 
Company and is available as a 

“bonus outlet” to advertisers pur- 
chasing the facilities of Station 
| WABY, Albany. 


has | 


—_— 


NEW BULLETIN FOR IDEAL DOG FOOD IS MADE FOR MERCHANDISING 


i 
| 


Wilson & Co., 
design, 


‘Miss Mayfield to 


Coster Studios 

Helen Mayfield has joined Gordon 
Coster, Chicago photographer spe- 
cializing in fashion, still life and 
industrial illustrations. 

Miss Mayfield spent eight years 
| with Underwood & Underwood, Chi- 


* | Cago. 


| —EE 
‘New Adhesive Out 


A new cement, Texglue, with a 
latex or rubber base, and com- 
pounded to afford exceptional ad- 
hesive properties and resistance to 
aging, is announced by the 
Goodrich Company, Akron, O. It 
contains no inflammable solvents. 


B. F. 


Between a winning and losing ball team, a 
first and second horse, a profitable adver- 
tising campaign and a flop 


just a thin line. 


$$$ Take your own advertising for the 


coming year. Real success 


Some overlooked factor may be the 


vital ounce that will tip the 


$$$ Suppose a big part 


selling job is to win the approval of 


higher executives of other 


ies. Is your advertising really hit- 
-hitting them 


ting those executives 
in their offices, where they 
you sell? 


SELL 


Ss: 


there is often 


or near-success / 


balance. 


of your 


STREET 


compan- 


buy and 


MANAGEMENT EXECUTIVES 


$$$ 86 per 
national executive-publication read it at 
their desks. 
figure. 


WALL | 


JOURNAL 


cent of all subscribers to one 


No other even approaches that 


$$$ The one is The Wall Street Journal. 
And it gives you, per advertising dollar, 


more readers who are 
active management-execu- 
tives of industrial corpor- 
ations with assets ot over 


$1.000.000 than 
other medium. 


any 


$$$ Use it: be on the win- 
ning side of the thin line. 


cKy pos! ideal’ 


| 
| 


to Heroic Effort 


|ing possibilities that it comes und 


ea 


006 0 


TOUR, mom 


Chicago, will use this painted bulletin in more than 100 markets where it has adequate distribution. 
conceived by U. S. Advertising Corporation, 
to salesmen who have failed to make quotas and thus are "in the doghouse.” 


MERCHANDISING VERSION OF POSTER 


The 


will have an important secondary use in personalized messages 


Bulletin Spurs 
‘Ideal’ Salesmen 


Chicago, Oct. 3.—A painted bul- | 
letin so freighted with merchandis- | 


the heading of a “natural” is now 
going up in more than 100 markets | 


‘in behalf of Ideal dog food, product | 


| loquialism, 


of Wilson & Co. 
the situation involved in the col- 
“In the dog house.” It 
shows an unlucky specimen of the 
so-called human race in this pre- 
dicament, apparently even without 
a bone to gnaw on. In contrast to 
the genus homo, a dog holding 
forth on the other side of the panel 
is beginning a repast on Ideal dog 
food, “the seven-course meal,” with 
great gusto. 

Don Smith, advertising manager 
of Wilson & Co., had the board 
photographed, the resulting prints 
being retouched and the man in 
the dog house variously identified 
as Russ Smith, head of the Ideal 
dog food division; Jim Hamilton, 
vice-president of Wilson & Co. in 
charge of sales; Jim Ewell, head of 


the United States Advertising Cor- 


poration, Chicago, the agency in 


charge, and sundry other executives | 


| whose plight might arouse the sym- 
pathy of Ideal salesmen. 


A Unique Appeal 


That, of course, is what the 
photos were designed to accomplish. 
The salesman who learns that one 
of his superiors is in the dog house 
because, he, the salesman, is below 
the quota allotted to him, is inclined 
to put forth special efforts to in- 
crease his volume and thus secure 
the release of the imprisoned ex- 
ecutive. 

And, while the plan is still in its 
infancy, that is the way it is work- 
ing out, according to Ideal officials 
When the merchandising plan gets 


The board depicts | 


into full swing, they expect to see 
salesmen setting new peaks in the 
highly competitive dog food field 


FCC Takes Hand 
in Television 


of College Game 


Philadelphia, Oct. 3.—Although 


“ ithe Pennsylvania-Maryland footbal! 
'game will be televised here Satur- 


|day as scheduled, under the spon- 
lsorship of Atlantic Refining Com- 
pany in cooperation with Philco 
Radio & Television Corporation, the 
significance of the event as an 
experiment in dramatized commer- 
cials today appeared to dwindle 


| Details of the undertaking appeared 


in ADVERTISING AGE of Sept. 23. 

A last-minute change in plans 
has been necessitated because the 
Federal Communications Commis- 
sion let it be known that, in the 
light of past rulings on television 
experimentation, it would not look 
with favor on dramatized commer- 
cials at this time. Thus, Atlantic 
Refining is dropping the eleborate 
scenario that had been created to 
convey its sales story to consumers 


Instead, conventional commercials 
will be inserted by announcers 
before game time and_ between 


periods. 


The FCC attitude will not, how- 
ever, interfere with the actual tele- 
| vising of the Penn games this week 
land succeeding weeks. N. W. Aye! 
|& Son is the Atlantic agency. 
tieemaiaaiaitailionni 

Breunig, Bremner, 


Slavin Join L&T 


John Breunig will join Lord & 
Thomas, Chicago, Oct. 7 as ass0o- 
ciate art director. He has _ beer 
art director of Needham, Lou's & 


Brorby, Chicago, for eight yeat 

A. J. Bremner and Bernard Slav!t 
have joined the copy staff of Lore 
& Thomas. Mr. Bremner was re 
cently with H. W. Kastor & 5on 
Advertising Company, Chicago, 
charge of creative work on Procteé! 
& Gamble products. Mr. Slavin wé 
formerly with Lamport, Fox & ©° 
South Bend agency. 
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Old Spice ' Wages 
War Against 
Substitution 


New York, Oct. 3.—Dramatizing 
its Early American Old Spice toilet- 
ries as the embodiment of “Amer- 
ica’s own fragrance,” Shulton, Inc., 
will launch its fall and winter cam- 
paign, the most extensive in the 
history of the company, in Novem- 
ber and December issues of 17 
Magazines. 

In order to offset the effect of va- 
rious imitations of its Old Spice line 
which the company claims have 
sprung up since its inception, the 
phrase “A Shulton Original” will 
appear on the copy under illustra- 
tions of the products. A more ex- 
tensive use of color will also mark 
the new campaign. 

Insertions for the Old Spice line 
for men and women and for Friend- 
ship’s Garden women’s toiletries are 
scheduled to appear in Collier’s, 
Cosmopolitan, Cue, Esquire, For- 


‘sheepskin with gold stamping, it is | 


Issues Handsome Volume 


on Sugar and Molasses 

Applied Sugar Laboratories, New 
York, has published “Some Notes 
on Sugar and Molasses,” the story 
of the value and uses of sugar and 
molasses and the development and 
work of American Molasses Com- 
pany. The author is Charles Wil- 
liam Taussig, descendant of the 
founder of the company, and the 
volume is priced at $3. 

The book is notable not only be- 
cause of the story it tells of an 
essential food and the manner in 
which that story is told, but also 
because the volume has been care- 
fully prepared and is presented in 
such fashion as to insure its value 
as an example of the book-making 
art in future years. Printed on 
small pages with stained sprinkled 
edges and bound in full natural 


'set in Caslon old style No. 471, and 


| 
} 
| 


lithographed on paper 


especially 
made for the purpose. 


Ahrens Issues Directory 


Ahrens Publishing Company, New 


tune, Good Housekeeping, Harper’s | York, has published a Restaurant 
Bazaar, Ladies’ Home Journal, Life,| Buyer's Directory as the October 


Mademoiselle, McCall's, The New | 
Yorker, Redbook, The Saturday 
Evening Post, Vogue, Woman’s 


Home Companion and You, as well 
as Christian Science Monitor. Wes- 
ley Associates is the agency. 


| facturers, 


of Restaurant 
directory of 


issue 
sa 


Management. 
original pur- 


chasing sources for the restaurant 
industry, the new publication will 
contain 6,500 listings of 3,000 manu- 
wholesalers and dealers, 


classified by 650 different products. 


Ford Billings Made 
WCKY Sales Manager 


Ford Billings, well known radio 
executive, will return to the Cin- 
cinnati commercial broadcasting 
field Oct. 15 to become sales man- 
ager for WCKY, succeeding E. C. 
Krautters. He has been sales man- 
ager of Westinghouse stations 
WOWO-WGL, Fort Wayne, since 
Feb. 1939. 

Mr. Billings entered radio when 
the industry was in its infancy, 
serving as manager of WTIC, Hart- 
ford, for three years. Later he was 


| 
| 
| 


manager of WGR, Buffalo; director | 


of broadcasting for WLW, Cin- 
cinnati; secretary in charge of sta- 
tion relations for Radio Advertising, 
Inc.; sales manager of KSTP, St. 
Paul; manager of WCAE, Pitts- 
| burgh, and vice-president of Hearst 
| Radio on the Pacific Coast. 


‘Promotes Duraglas 
Owens-Illinois Glass Company is 
|planning a_ national advertising 
|}campaign, beginning with consumer 
| publications in October, to promote 
‘its new Duraglas, which is credited 
|with making a stronger and more 
|durable container 
ware. 


Kriesbern Moves 

| Martin Kriesbern Advertising, 
| formerly located at 215 W. Superior 
|street, Chicago, has moved to 612 
N. Michigan avenue. 


S aed 


HUNDRED 


: Te. Siegal Pa > aie . see 7 tee 


12 Big Sections 


Century of Progress. . 


Power & Implements . Commerce-Finance 
Livestock & Dairying . . . Communications 
Soils and Crops ........ Transportation 
Home & Household . Buildings-Equipment 
Poultry ..... ..... Classified Advertising 


progress in farming 
be carefully preserved by subscribers and | Fleischmann’s Yeast can do for you, 224 Mss Lynn Preston, who has 
readers of all classes. 


Editorial and advertising contents will be 


grouped under twelve main subjects... each 
with a special frontispiece and all bound to- 
gether in a beautiful four-color cover, fitting 


the occasion. 


| 
| 


Pleasant Way 
fo Take Yeast 
fo Be Explained 


Fleischmann Abandons 
Health Story to Meet 
Old Antagonist 


New York, Oct. 2.—Admitting 
that Fleischmann’s yeast, despite its 
health-giving qualities, may not be 
the most palatable food in the 
world, Standard Brands, Inc., will 
launch a magazine campaign de- 


| signed to overcome objections to its 


taste. 

While previous advertising for 
Fleischmann’s yeast has emphasized 
vitamin content, copy for the new 
promotion will feature a “how-to- 
take” theme, suggesting blending a 


such as bottle|cake of yeast with tomato juice, 


milk or water as the “new, pleasant 
way to take yeast.” According to 
Kenyon & Eckhardt, agency in 


| charge, Standard Brands will thus 


attempt to make converts of a large 
number of people who know that 
yeast is a good health food but can- 


not persuade thernselves to eat it.| through December 


| Tested in Field 


The three methods of blending | 
the yeast were selected as a result|duced by 


of food laboratory experiments, fol- 


lowed by a consumer test, which 
gave tomato juice first place, with 
milk and water close seconds. 


Standard Brands has advised blend- 
ing yeast with liquids in previous 
advertising but has subordinated 


| 
| 
| 


| 
| 


| 
| 


| 


ee 


Notables’ Wives | 
to Testify for 
Revere Copper 


New York, Oct. 3.—Instead of 
contenting themselves with a frac- 
tion of the limelight trained on their 
husbands, the wives of several ce!- 
ebrities will be afforded an oppor- 
tunity to step out on their own t} 
fall, when Revere Copper & Br: 
sponsors an enlarged campaign 
behalf of its copper clad staink 
steel cooking utensils. 

First insertion in the series fe. - 
tures Mrs. Lowell Thomas who a:- 
serts that her “kitchen jewels’ 
make “every dish a thrill.” Follow- 
ing Mrs. Thomas, Mrs. Carvet)h 
Wells, wife of the explorer, an‘ 
Mrs. Jack Zimmerman, wife of 
TWA’s chief pilot, will discuss the 
approval of the products. 


Semi-Annual Promotion 


The campaign schedule consis: 
of Good Housekeeping, Life, This 
Week and Woman’s Home Com- 
panion, St. Georges & Keyes is t! 
agency. Although expanded in 
scope and using testimonial copy for 
the first time, the drive is one of 


Revere’s semi-annual promotions 
| tying in with houseware buying 
|peaks. The current effort will run 
issues of the 
| magazines, to be followed by a 
three-month push next spring. 

Revere kitchen utensils are pro- 
the company’s Rome 
| manufacturing division, Rome, N. Y 


Three Join Advertising 
Staff of Bamberger 


Three additions to the advertis- 
ing staff of L. Bamberger & Co. 


the suggestion to the health theme. | Newark, N. J., are announced by 
Now considered universally known, George P. Slockbower, advertising 


N celebration of its hundred years of serv- | the latter will take second place in 
ice to agriculture, Prairie Farmer will | 
publish on January 11 an Historical Cen- 

tennial Number... covering a century of | trated copy describes how to blend 
...a document that will | it and goes on to say: “If you are 


the new campaign. 
One insertion for 
paign is boldly 


the new cam- 
headlined 
You'll Like Yeast,” while the illus- 


|}one of the millions who know what 


but never stayed with it long 
enough to get its full benefit, you'll 
now find it easy to take 
pleasant way.” 


Cowboy Spins Yarn 


Another, in humorous style, de- 
picts the experience of a cowboy 
at the grocery store: “I was buyin’ 
my stake of yeast at the store, and 
this pretty little filly says to me 


+ ° P ° how wonderful she thinks yeast is 
Publicized before and after publication in| 
Prairie Farmer and over our own 50,000-watt 


Radio Station WLS this issue will com- | 2" %70"d enough to eat itt” 


mand attention throughout the territory. 


Regular print order has been increased appear 


to 400,000 copies . . . 60,000 additional cir- 
culation ... a bonus of 18°, at no increase 


in rate. 


.. Farm Chemurgy 


We believe this issue represents perhaps 
the most unusual advertising opportunity it 
has been our privilege to offer. Advertisers 
are urged to plan liberal space with special 
copy. Forms close December l. 


p 


1230 Washington Boulevard, Chicago . 


BURRIDGE D. BUTLER 
Publisher 


HAIRIE BARMER 
ae (Ul 


The Home of WLS, The Prairie Farmer Station 


with all that vitamin business .. . 
but she never expected to meet a 
The 
cowboy describes how “even a dude 
can do it” by blending the yeast 
with tomato juice. 

The new “how-to-take” story will 
weekly from October 
through the first week in December 
in Life and The Saturday Evening 
Post. In Good Housekeeping, Mc- 
| Call’s and Woman’s Home Compan- 
ion, full page copy in November 
will be followed by two-thirds 
pages in December. Simultaneously 
the same message, concentrated in 
small eye-catchers, will appear 
weekly in The American Weekly, 
the Sunday edition of the New 
York Times and This Week, and 
also in 30 fiction groups, household 
and farm publications during No- 
vember and December. 

Standard Brands’ radio program, 
“I Love a Mystery,” will continue 
to publicize Fleischmann’s yeast 
over the Blue network of the Na- 
tional Broadcasting Company and 
also over six independent stations in 
key cities. In addition, one-minute 
transcribed announcements will be 
used over seven stations 


Reynolds-Fitzgerald 
Issues Directory 


The Chicago office of Reynolds- 
Fitzgerald, Inc., has issued its 17th 
edition of “Daily Newspapers and 
Special Western Representatives.” 

The directory lists all newspapers 
represented in Chicago and in turn 
shows personnel of representatives’ 
organizations and the list 
sented by each. 


“Now | ture 


repre- | 


|manager and executive vice-presi- 
dent. Miss Frances King Carter, 
ormerly with Constante Hope As- 
| sociates, will be in charge of fea- 
advertising. Mrs. Dudley 
Templeton, formerly with Harper's 
Bazaar and recently head of hei 
own agency, has been appointed 
copywriter for the accessories group, 


been a feature writer for the New 
| York Times, general copywriter. 


this NeW) Abandon MacManus’ 


Catholic Paper Project 

The Catholic chain newspape 
project, launched by the late Theo- 
dore F. MacManus, has been aband- 
oned. Offices in the Fisher bldg., 
| Detroit, have been closed. Frank J. 
Mullen, who was Mr. MacManus’ 
right hand man, has moved his of- 
fice to Toledo where he will con- 
tinue his work on the Willys Over- 
land advertising program which Mr 
MacManus had planned before his 
death. 


MILLION DOLLAR 
BABY 


Kicks legs, turns head, waves 
arms, plays with toy. Everybody 
loves to watch its animated an- 
tics. Life-size, life-like. Gets 
point-of-sale attention when 
nothing else will. Has worked 
wonders for Sweetheart Soap, 
Macy's, Bloomingdale's, Gim 
bel’s, Famous Barr, etc., etc 


Free descriptive booklet on reque 


Special animated displays mad: 
to order, 


745 FIFTH AVE. NEW YORK, 
_ Mechanical Man-a-kins f 
Point of Sale Display 
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i .in the same / years 
a The American Home magazine 


grew to 2,000,000 Readers 


TNCLE EPH “don’t hold by new-fangled no- 
tions” (like electric razors, for example). 
He “heard tell” things weren't so good in ’33— 
and thinks they’ve been getting worse ever since. 


No use telling him that America has been go- 
ing ahead fast in the last 7 years ... That sal- 
aries and wages were up 50% in 1939 over 1933 
‘+. That in the same period, American families 
bought 75% more new automobiles —50% more 


In the past / years—Uncle Ephraim 
. has grown a 4-foot beard 


electric appliances—and built 8 times as many 
new homes. 


Uncle Eph wouldn’t even thank you if you 
gave him a year’s subscription to The American 
Home. It has no reverence for beards—no yen for 
the return of Aunt Ella’s housekeeping. In the 
past 7 years, every one of its idea-packed pages 
has consistently sold the fun of living in the 
present. 

Could that be why its audience has increased 
from 300,000 to 2,000,000 families since 1933? 

. or why advertisers, who recognize a young, 
modern market when they see one, have in- 
creased The American Home’s advertising rev- 
enue 10 times over? 


aT 


Businessmen who want to know what has been 
going on behind the scenes of American business 
and home life since ’33—will find it in the free 
booklet, ‘The Past 7 Years.’’ Please write The 


American Home, 444 Madison Ave., N. Y. C. 


FIRST. mong “home-service” and “women’s” 
magazines in CIRCULATION and in 
o—__ ADVERTISING GAINS since 1933 
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GOODBYE, SALESMAN 


TALON 14: DEPENDABLE SLIDE FASTENER 


Turning from the job of selling slide 


fasteners to the more explicit job of sell- | 


ing Talon, the company uses humor to 
good effect in this full-page advertise- 
ment appearing in the current Liberty. 


Cochrane Ready 
fo Change Retail 
Selling with Films 


New York, Oct. 2.—Turning to 
the screen in an effort to solve its 
sales training program, Charles P. 
Cochrane Company, Bridgeport, 
Pa., has just completed two slide 


ments. It also goes into such sub- 


jects as color harmony, period fur- 


niture and how to increase the unit 
of sale. 

The “sale-ing orders” which this 
ideal salesman follows in his cus- 
tomer contacts involve finding out 
these things about each prospect 
and the home for which the rug is 
to be purchased: which room is the 
rug for?; what type of furniture is 
in that room?:; what colors and 
draperies are present there?; what 
is the size of the room?; what is the 
size of the family and are there 
children” 


Neat Tricks 


With that store of knowledge ex-| represents no one period. 


tracted from the customer, the 


films in Technicolor which prom- | 


ise to give even the most success- 


ful retail rug salesmen a number 


of useful selling hints. 

The films, which were previewed 
here, form an integral part of a 
complete sales training program 
which will soon be put into practice 
in the field among thousands of 
salesmen whose stores handle Coch- 
rane carpets. 

Larry Hagaman, advertising 
manager, explained that the plan 
involves three steps. The first is to 
hold basic training meetings for 
store salesmen, at which the films 
will be shown. The second is to 
transmit supplementary instruction 
based on these meetings, in the 
form of a small notebook summar- 
izing points made in the pictures. 
Step three is to carry on continuous 
training among salesmen attending 
a training meeting, through the 
issuance of periodic bulletins. 


Shows Technical Steps 


The first film depicts the various 
steps in the production of quality 
carpets, pointing out that Cochrane 
takes many extra precautions in 
manufacture which are neglected 
by makers of cheaper rugs and 
showing how the company 
pioneered in introducing numerous 
technical advances. 

The second shows how an ideal 
salesman operates and what he 
must know about customer require- 


BALTIMORE 
BOOM TOWN 


and the short cut to 
the great Baltimore 
market is: 


chance of making a sale that will W, S. Kellogg Retires 
>» as good as they 
can be without his actually visiting jjcher of the 
the room for 


the salesman 
instead of one. 
salesmen ask about 
” of furniture in 


the room in question. If the word Milton Adler Adds Two 


will be embarrassed either because 
they don’t know 18th century from of Eddyform one's coven | 


Pacific Four A’s Meets 


The Pacific Council of the An 
News-Press, Glendale,|ican Association of Advert; 


William Scripps Kellogg, pub- 


which the rug is in-|Cal., has retired to handle the estate | Agencies will hold its 1940 con, en. 


‘of his late father, Frederick W./|tion Oct. 24-25 at the Hote] 


» covers a number of | Kellogg, who was one of the na-/|Monte, Del Monte, Cal. Sub; 
' salesmanship. ! 
example, that by | Kellogg will be succeeded by Harry | will be discussed the first day 


It|tion’s noted newspaper builders.|of special interest to agency 


adjoining room,|C.  Burkheimer, publisher of the | closed session, and on the se 


may be able to sell Alhambra Post-Advocate, who in|day, they will be joined by meqj, 


it also turn will be succeeded by P. E./|and other guests in a morning b 
the Alhambra paper. |golf tournament. 

William H. Horsley, Pacific 
|tional Advertising Agency, Se: 
| chairman of the Pacific Council, 
Eddyform, Inc., New York, maker | be in charge. 


some customers 


Davenport Ltd., Providence, R. 
maker of Dav enport pipes, Be To Donahue & ue & Coe 


pointed Milton J. Adler Company, Frank E. Campbell, “The Fur 


their furniture 


Both films are accompanied by a|New York, to direct their advertis- |Church,” Inc., New York, has na: 
| salesman is able to make an intelli- | sound track, and run about 20 min- ing. 


ba recommendation, and his lutes each. Jam Handy is producer.| magazines will be used. 


Business papers and class|Donahue & Coe, New York, 
|handle its advertising. 


Ritcha, now advertising manager of | ness session followed by the ann, 


ee _) 


er- 
ing 


Del 


“OUR SAFETY IS 


Q AMERICANS, 


melancholy business. Only the realization that. in the present 


the building of a vast war machine is a 
state of the world, it offers the best assurance of peace has per- 
suaded them to undertake it. The Nation is now committed to 
action. Much of the ground work has been laid. But from now on, 
we are going to have to do things and make things faster and better 
than we ever have before. If we do, we probably shall avoid war. 


Ifwe dont... 


* 


American industry has prided itself, and with justification, on its 
efliciency. That efficiency must be increased — not only individu- 
ally, but collectively. Each industrial unit must become, in a sense, 
a department of Industry as a whole. This is apparent when we 
realize that the gigantic defensive machine with which we will 
discourage the ambitions of aggressors will be the product of all 


of American industry. 


It is imperative that “inter-departmental” relations in so colossal 
an organization be facilitated in every possible way. Each industrial 
unit, or department, has something to supply and also something 

get from many of the others. Under normal conditions, a 
moderate delay in effecting these interchanges is not too seriou- 
a matter. But now. with time so precious, delay might cost 


everything we have. 


In this situation. the need for an efficient product information 


service is greater than ever before. Prompt contact with the righ! 
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War Effort Not 1 
to Hinder Iron 
Fireman’‘s Drive 


Portland, Ore., Oct. 2.—The 
Iron Fireman Mfg. Company’s 
large-scale participation in aircraft 
parts production will not interfere 
with its expanded 1940-41 adver- 
tising and sales program, according 
to &. C. Sammons, vice-president. 

on Fireman has just signed an 
agreement. with Boeing Aircraft 
Company under the terms of which 
it will become the largest outside 
supplier of machined parts for the 
$120,000,000 “Flying Fortress” con- 
struction program. Devoting its 
Portland plant exclusively to air- 


craft parts manufacture, Iron Fire- 
man will move all the U. S. stoker 
manufacturing operations to _ its 
Cleveland plant. 

The 1940-41 advertising  pro- 
gram, which was increased sub- 
stantially over that of the preceding 
year, will be continued as orig- 
inally scheduled. 


Report Services Merge 

In order to expand its service in 
New York, Meyer Both Company, 
New York and Chicago, has merged 
the Meyer Both Reports with the 
Confidential Reporting Service for- 
merly produced by Retail Reporting 
Bureau, New York. Plans are being 
made to open a division of Meyer 
Both Reports to cover the California 
market with headquarters in Los 
Angeles. 


Schaefer Sponsors Quiz 

F. & M. Schaefer Brewing Com- 
pany, Brooklyn, will sponsor Ted 
Cott’s music quiz program, “So You 
Think You Know Music?” over 
Station WEAF as part of its 
Schaefer Revue, which switched 
Oct. 1 from Thursday to Tuesday. 
The program will be aired from 
7:30 to 8 p. m. Schaefer has re- 
newed its contract with 
through Batten, Barton, Durstine & 
Osborn, New York. 


WIZE Joins NBC 

Station WIZE, Springfield, O., will 
become an affiliate of the National 
Broadcasting Company Nov. 1, or 
at such earlier date as the station 
commences regular operation. WIZE 
will be a bonus outlet to advertisers 
using Station WING, Dayton, O. 


WEAF | 


11 
Emerson Radio IN TEASER STYLE 
| “‘panat youto \ 
i HARRISON G \ 
C OF Igges Dear Dave -- | 
Lake ie alive with 
i 1 - ar A We're count ing on } 
Drive in Histor y you to be here on the let. 
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, lane 
son Radio & Phonograph Corpora- ont fae » tant tinea 
7 | | i min 
tion line will be the heaviest in the and gunn of ott openia pase 
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use of magazines, newspapers and | 


point-of-sale displays 


Sales of Emerson products, said 
Charles Robbins, general sales man- | 
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OUR SPEED”... 


sources of supply cannot wait upon the customary “Ww rite for fur- 


ther information” technique of the past. Buyers of industrial ma- 


terials and equipment ill have to know at once who can meet their 


requirements — and the only way they can find out is through in- 


stant access to adequate information on the products they must buy. 


* 


With the cooperation of a sufficient number of the seller-buyers of 


industry. Sweet’s can and will build the most useful and compre- 


hensive product information service that has yet been seen —at the 


lowest possible cost. consistent with the added expense of in- 


creasing its scope to meet present conditions. Plans are nearly 


perfected, after weeks of study, for a far more extensive and 


intensive coverage of organizations and individuals — in private 


industry, in Government procurement offices and in other pur- 


chasing departments. An announcement of the complete plan will 


be made in the near future. 


* 


| feel sure that the great majority of the manufacturers whose 


products are bought for industrial use will want to participate in an 


undertaking that will benefit at once their Country and themselves. 


Fe i a 


= 1 
Paci wT fs, 


SWEETS CATALOG 


SERVICE 


Division of FW. Dodge Corporation 


C.LWLb aves 


Vice President 


Typical of a series of small-space news. 
paper advertisements being placed on 
behalf of Northwest Airlines by the 
Minneapolis office of BBDO is this letter 
from one fisherman to another. Other 
insertions include memos, social notes 
salesmen's reports, etc. 


year. He predicted a continuance 
of this trend, and pointed to indi- 
cations that “the radio business in 
general will reach a new all-time 
high this fall and winter.” 

Local newspaper advertising, to 
be placed on a cooperative basis by 
dealers, is expected to total over 
1,000,000 lines during the campaign, 
according to Miss E. F. Solow, 
advertising manager. Copy. will 
stress Emerson's “25th anniversary 
value sale,” and will feature a new 
small-size table model priced at 
$9.95. Other sets priced as high as 
$199.95 will also be promoted. 


Built Around Endorsements 


Magazine insertions will be built 
around endorsements from screen 
and radio personalities, including 
Gary Cooper, Paulette Goddard and 
|Cecil B. De Mille. Half and full 
| pages in color will appear in Col- 
lier’s, Esquire, Life, The Saturday 
Evening Post and Woman’s Home 
| Companion. Buchanan & Co. has 
the account. 

New point-of-sale material in- 
‘cludes window streamers and dis- 
play cards, a “talking exhibit” in 
which customers are invited to 
'“turn on the record and let Emer- 
son speak for itself,” pennants and 
counter cards. 

Emerson is also staging a guess- 
ing contest among dealers, with 
$1,500 cash bait offered as prizes for 
closest estimates of the proportion- 
‘ate sales of all types of radio sets 
'during this month. The contest is 
| designed to interest dealers in meas- 
juring set buying trends and _ to 
|capitalize on this knowledge by 
| stocking the fastest selling models 
| In 1939, it is asserted, 77.7 per cent 
|of the industry’s total production 
| was of table models, including port- 
ables, farm sets and radio-phono- 
graph combinations. 


To Weiss & Geller 

Nedick’s Stores, Inc., New York, 
/has appointed Weiss & Geller, New 
York, to direct its account. 


Zominad? 


IN THE 9 RETAIL MARKET 


KSTP 


The Northwest's Leading Radio Station 
NBC 
BASIC RED NETWORK 


MINNEAPOLIS 
ST. PAUL, MINN. 
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The Super Highway Era 


National attention attracted to 
the opening of the famous Penn- 


engineering feats of this kind in | 
attracting an increased share of the | 
sylvania Turnpike, the super high- | huge tourist business of the United 
way running 170 miles between|States. The Pennsylvania Turnpike 
Pittsburgh and Harrisburg, which | runs through a section of Alle- | 
was opened October 1, renews in-|ghenies which represents particu- 
terest in the general subject and its|larly difficult driving under ordi- 

significance under present condi- | nary circumstances. But the 
tions. | road has a three per cent maximum 
First of all, the financial success | grade, pierces seven mountains with 
which it seems certain will mark | mile-long tunnels, and gives the 
the operation of the road, will|motorist the thrills of magnificent 
stimulate the construction of other | scenery with rocking-chair driving 
similar highways intended to add | comfort. Pennsylvania will un- 
speed and safety and save valuable | doubtedly capitalize the new super 
time. Although it is a toll road|highway through the addition of 
with a fare of $1.50 one way for a|millions of extra dollars of tourist 

passenger automobile, the heavy | business, beginning right now. 
traffic which flowed over it from| Third, and probably most impor- 
the moment it was made available |tant of all is the part which high- 
indicated that the forecast of com-| ways of this kind must play in an 
plete amortization of the $70,000,- | integrated program of national de- 
000 investment in seventeen years is 'fense. For the expeditious move- 
very likely to be fulfilled. This | ment of troops and materials, such 
and similar experiences in super |a roadway, with four traffic lanes, 
| capable of carrying an immense 


highway operations mean that the 
road building industry will continue | load swiftly and easily, may easily 
to add substantial volume based on | become a vital national asset. Many 
major projects of this character. more should be made available as 


Second is the effect of spectacular | quickly as possible. 


Newspapers Celebrate Their 
Week 


It seems strange, somehow, that 
America’s newspapers have just 
completed the celebration of the 
first National Newspaper Week. It 
seems strange in two ways; first, 
that there has never before been a 


the impetus of a special week; and 
yet the very fact that this is so— 
the very fact that American news- 


the world of journalism, are taken 
so casually by the American pub- 
National Newspaper Week celebra-j|lic that they must emphasize and 
tion; and second, that there should | reiterate their functions and values 
be any need for such a celebration |in special ceremonies—is perhaps 
at all. the greatest tribute which a grate- 
Newspapers are not an American | ful people can pay to its modern 
invention, in the same sense as the | day press. 
automobile or the telegraph. And The American public is used to, 
yet, in a very real sense, the mod-|and demands, a standard of daily 
ern American newspaper has no|journalism far _ surpassing that 
counterpart and never has had a |available on any broad scale to any 
counterpart, in any other nation in|other people, and the public like- 
the world. It has no counterpart| wise expects and demands stand- 
for accuracy, speed or complete-j|ards of integrity and independence 
ness, and certainly it has no coun-|unapproached in any country. In 
terpart for enterprise and initiative.|much the same way, and in their 
But most important of all, it has no|own special spheres, American ad- 


rival in freedom of action—free-/|vertisers demand and get from their 
dom from outside interests, free-|newspapers, as a matter of course, 
dom from governmental or party|an exceptionally high type of ef- 


domination, freedom from any and | fective service 
all restraints except those essential found elsewhere. 
restraints of truthfulness, honesty The celebration of National 
and good taste. | Newspaper Week was a good idea, 

It is amazing that American | after all. It served to remind Amer- 
newspapers, having played so vital|icans of these too obvious, self-evi- 
a part in the whole history of the | dent facts which are so easily over- 
nation, should have to present their | looked in the day-to-day bustle of 
stories to the general public under | existence. 


which cannot be 


papers, outstanding as they are in| 


| 


NEWSPAPER INFLUENCE 


“Don't finish the veal, dear. 


WORKS WHILE YOU EAT 


This Week. 


The morning paper expects us to have left-overs.” 


Ad-libbing 


neW The Day of the Horse 


Hal{-Pint Pants 


MUNSINGWEAR 


bit thet blasts! 


The little drama shown 
a major and minor motif. 
major one is the sale of Munsing- 
wear. The minor one, at first 
glance, is an insistence that the day 
of the horse is not yet dead. And 
we detect still another motif, an 
entirely undirge-like requiem for 
those bygone days when lingerie 
advertising ran the gamut of ro- 
mantic phrases, alluring and subtle 
words. Imagine the manufacturer 
of a decade ago talking about “Half- 
Pint Pants’? Or the copywriter 
asking the potential 
“just lap up their 

fit?” 
(l.alf-pints) might 
serve as a morning eye-opener for 
the milkman’s horse would have 
thrown all parties concerned in the 
jug. Well, times change, but appar- 
ently the only one unconscious of it 
in this copy is the milkman, a cir- 
cumstance which we think deserves 
attention by the milkmen’s union. 


cream-smooth 


above, | 
even as all great symphonies, has 

| 
The 


customer to | 


And the suggestion that they | 
conceivably | 


'The Serious Side of Life 

“The time has come,” the Walrus 
said, “to talk of many things... .” 

And not all of them—had the 
Walrus made his sage remark today 
—would have been concerned with 
such trifles as battles and bombings, 
air raids and rations, campaigns 
and conspiracies. 


On the serious side of life is duck | 


calling. And thus did this piece 
of copy appear in Chicago news- 
papers, seeking the attention of all 
would-be duck callers, exhorting 
them to get in trim for the hunting 
season. We think it’s a good idea 
and the possibilities for tying it in 
with the national defense program 
are indubitably tremendous. 

Were our daily program not so 
congested from “3:30 p. m. to 5:30 
p. m. daily through Tuesday, Oc- 
tober 15” we are sure we would find 
time to pay at least one visit to the 
class in duck calling just, if for no 
other reason, to say 
enjoyed that experience. Life, then, 
would be complete. 


| MEK RRR RRS 


THE STORE 
FOR MEN 

| MARSHALL FIELD 
| & COMPANY 


Washington and Wabash 
Store Hours: 9 a.m. to 5:30 p.m. 


INSTRUCTIONS 
IN 
| DUCK CALLING. 


‘ 
| without charge 


| 
Bring your own calls and re- 
ceive instruction in calling 
and tuning. If you haven't a 
call, you can secure one here. 
An expert will give group and 
individual instruction 


3:30 p.m. to 5:30 p.m. | 


daily through 
Tuesday, October 15 


Sixth Floor 


THE STORE FOR MEN | 


| 


AO EER: ee oe a 
| 


that we had | 


‘Lake Tribune-Telegram, 
the Sunday Salt Lake Tribune's 


— 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
| panies sponsoring them, or through 
| ADVERTISING Ace, by any national 
| advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1718. Community Advertising 
and the New York Herald Tri- 
bune. 

This new brochure, issued by the 
Herald Tribune, describes the New 
York area as a travel market, listing 
incomes, vacation habits and car 

|/ownership among contributing fac- 

tors. Figures are given to show thie 
| Herald Tribune’s place in the trave] 
advertising picture and_ success 
| stories of several community adver- 
_tisers are recounted. 


No. 1719. Grocer 
Route List. 

The Cedar Rapids Gazette has 
issued this wholesale and retail gro- 
cer and druggist route list for Ceda: 
Rapids and the trading area. Thi 
| booklet also contains a list of bee: 
| permit holders in the same terri- 
tory, a map of the area, and one of 


and Druggist 


| 
| 
| 


the city which includes a_ street 
index. 
No. 1720. Annual Grocery Prod 


ucts Survey. 

This is the new edition of The 
Sacramento Bee’s annual study of 
the Sacramento retail market. It 
covers the distribution and _ sales 
positions of grocery products, by 
brand, in 55 classifications. The 
tabulations show the per cent of 
distribution, 1939 and 1940, and the 
changes in sales rank this year over 
last. 


No. 1702. Consumer Purchases. 

Cortland County, New York, is 
the locale for this study issued by 
Farm Journal and Farmer’s Wife, 
covering consumer purchases of 
items ranging from cosmetics to 
automotive products. Charts show 
the per cent of purchases of all of 
these items by town, rural and farm 
families of five economic classes 
The similarity of town and farm 
purchases in many instances, and 
the greater use of certain products 
by farm families are interesting 
points in the study. 


|'No. 1703. Dodie’s Date. 

Dodie the sub-deb is a pretty im- 
portant personage in the house- 
hold, and Ladies’ Home Journal 
tells why and how in this booklet 
Seems she’s style, brand and ad- 
vertising conscious, and further- 
more, she’s a buyer. What the 
Journal is doing about her and the 
market she represents for advertis- 
ers is also brought out. 


No. 1706. The Staff of Stars. 


In this new brochure, The Dallas 
News puts its editorial staff in the 
spotlight. Photographs and text 
present the men and women who 
handle the paper’s own features, 
the correspondent on the Washing- 
ton front, and the specialists all 
over the state who make news of 
Texas agriculture, industry and 
politics come alive for Dallas read- 
ers. 


No. 1676. The Great Pacific Coast 
Market. 


This folder, issued by the Salt 
discusses 


coverage of its market area and 
shows by means of figures and maps 
how the Tribune’s circulation com- 
pletes the Pacific Coast picture. 


No. 1687. A Farm & Ranch Stucy. 


In this booklet Farm & Ranch 
dissects advertising and selling ‘2 
the Southwest market in towns of 
less than 20,000 under the engaging 
title of “The Traveling Salesman 
and the Farmer’s Daughter.” It 
points up to the importance of farm 
advertising and Farm & Ranch. 
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“We, the American people— 


more than 20,000,000 of us- 
read LIFE each week!” 


ES, LIFE now has a regular weekly audience 

of more than 20,000,000 readers—the largest 
number of people ever to read each issue of 
any magazine! 

This fact is revealed by the latest Report of LIFE’s 
Continuing Study of Magazine Audiences.* 

It confirms scientifically the vast, continuing 
growth of a great publishing phenomenon. It 
establishes impressively LIFE’s status as a 
necessity of modern living. 


For LIFE, through its uniquely graphic use of pic- 
tures and words, vividly illuminates the swiftly de- 
veloping facts of a fast-moving world . . . vigorously 
interprets an ever-changing world . . . presents truth 
and reality so that they not only inform but hearten 

. allin a way that America’s millions understand 
and /Jike and want. 

The fact that people in great numbers are 
eager for this sort of enlightenment prompts 
them to pay out more money for LIFE than is 
paid for any other magazine. Prompts these 
people, too, to pass LIFE on to millions more to 
see, read, and absorb. 


Report No. 4 of the Study now goes deeper into 
the make-up and value of LIFE’s millions of readers 
than has any previous Report. Ask for your copy. 
It will show you why LIFE unquestionably stands 
today the most potent advertising force in 
America. 

7 7 


*What This New Report Tells About 


the American Customer... 
By surveying a scientific cross section of the American 
public, Report No. 4 reveals the amazing number of people 
who read one or more of each issue of the four large 
weekly magazines. 
It provides both the advertiser and his dealers with 
many valuable new facts about these people . . . shows 


why they are America’s best customers . . . where and 
how they live ... just how many of them are men.. . 
how many are women .. . etc. 


Latest total readers of each magazine, for instance: 
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ADVERTISING AGE 


Self-Service 
fo Extend Sway 
Into New Fields 


Collins Attributes Re- 
tail Revolution to Super 
Markets 


Pittsburgh, Oct. 1.—The success 
story written by super markets has 
been analyzed so carefully by re- 
tailers in many lines that a revolu- 
tion is taking place in distribution, 
based on the 
proved fact that ~ 
lower prices 
made possible by 


self-service are 
more important 
than frills in 


many fields. 
That was the 
message brought 
to the Pittsburgh 
Advertising Club 
today by Kenneth 


Collins, assistant 
to the general Kenneth Collins 
manager of the 


New York Times, who pointed out 
as an example that Macy’s will 
shortly open a store in Syracuse to 
retail best-selling merchandise, 
largely on a self-service plane. 

“Many merchants feel,” said Mr. 
Collins, “that this is the beginning 
of a wide-scale operation of this 
sort by Macy’s and other depart- 
ment stores. Of course, any number 
of highly successful apparel opera- 
tions have been growing, along 
these lines, for five or ten years. 
There seems every reason to believe 
that they will continue to expand 
and that more and more fields of 
retailing will be invaded.” 

While asserting that a_ radical 
change of advertising methods may 
be a corollary of the new technique 
of selling, Mr. Collins devoted most 
of his discourse to an analysis of 
the reasons underlying the fabulous 
success of the super markets. He 
said that price, while important, 
could not explain the entire story. 


Costs Take Tumble 

“Results thus far achieved are 
startling,” he commented. “On the 
expense side, operating costs have 
been reduced by as much as 8 to 
10 per eent; on the sales side, self- 
service has increased average checks 
as much as 40 per cent, has stepped 
up turnover and has kept down 
losses from soilage, breakage and 
theft.” 

The fundamental cause for the 
rise of self-service, Mr. Collins said, 
was the recognition by many retail- 
ers, particularly in the chain food 
store field, that their rising costs of 
distribution were resulting in seri- 
ous inroads on volume. But in 
seeking to cut costs, they stumbled 
on a great truth long ago unearthed 
and then forgotten—that the con- 
sumer likes to sell himself. 


R « S SERVICE 


SS DEPENDABLE 


MARKET 
RESEARCH 
TABULATING 


Complete facilities and long ex. 


CORDING 


he 
f Y 


perience enable us to meet the 
exacting demands of agencies, 


publishers and marketing analysts. 


FREE Booklet 


Write today for your copy of the 
free booklet, “Economy in Market 
Research." 


RECORDING & STATISTICAL CORP. 
102 Maiden Lane, New York. N. Y. 


BOSTON CHICAGO ~_—_—dDETTROIT 
MONTREAL _ TORONTO 


On the expense side, the chief 
economy has come from a reduction 
of selling expense. In addition, fix- 
tures are far less expensive when 
they are designed solely to serve the 
utilitarian purpose of housing goods 
so that buyers may gain ready 
access to them. Elaborate and costly 
types of packing and wrapping are 
eliminated when customers collect 
articles themselves and place them 
together in one simple container. 


“IT happen to know that along 
with these inevitable economies,” 
said Mr. Collins, “many of the 


chains have insisted upon others in 
receiving, marking, grading, passing 
of invoices and the like. And while 
these were not necessarily a conse- 
quence of the self-service type of 
store, they grew naturally out of 
an expense-conscious organization.” 


Succumb to Temptation 
The positive advantages are 
equally conspicuous, Mr. Collins 
said. Customers browsing 


they expected. They recognize a 
well-known package of breakfast 
food, a kind of soap they may not 
have seen in years, a familiar brand 
of coffee, or syrup or soup, and add 
them to a growing pile of articles. 
Before they realize it, their total 
has run far above the figure they 
had in mind when they entered. 
And this increase in sales checks 
speeds up the merchant's turnover, 
and cuts losses from soilage, break- 
age and theft. 

“When one thinks about this in- 
creased turnover, this larger aver- 
age check, he shouldn’t really be 
startled,” said Mr. Collins. “We 
have all been trapped by exposure 
to food in a cafeteria and paid the 
penalty. We invariably buy more 
than we intended to. 

“Similarly in the better five and 
ten stores, we constantly buy one 
or more extras. A new gadget to 


|open beer cans, a handy little file, 
among |a ten-cent tube of tooth paste- 


hun- 


merchandise in the super market | dreds of articles become appealing 
are tempted to buy far more than | just because we are left alone with 


the merchandise. If a waiter tried 
to suggest the added food items, or 
a clerk the new gadget, we would 
instinctively put up our hands in 
self-defense; we like selling our- 
selves. 


Barriers Are Erected 


“The history of most stores in the 
past 50 years has included innu- 
merable steps by which customers 
have been pushed farther and far- 
ther away from the merchandise 
and the temptation to buy freely. | 
Fixtures were no longer regarded 
as purely functional; they became 
beautiful for their own sake. Think 
for a moment of men’s clothing 
departments, where we once walked | 
among open racks of suits and coats, | 
feeling the material, looking closely | 
at the fabrics. Contrast this wie | 
many clothing departments today 
where we sit surrounded by oak | 


-panels and see only the suit the | 


salesman thinks may please our | 
fancy.” 
Mr. Collins said that proponents | 
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of the new school of merchandising 
believe that a store may become sp 
beautiful that it is completely dump) 
and that fears about soilage, theft 
and breakage just aren't founded in 
fact. They have learned, throuch 
the super markets, that the soilave 
resulting from aé_e few people 
handling an article is often less thy 
that which ensues when an article 
lies in a container for four or five 
months. They have learned th»: 
customers don’t have any wore 
butter fingers than clerks, so t}.: 
breakage is no greater, and fina 
that buyers are as honest as sale - 
men. As to orderly storekeepi: 
the super markets prefer a lit 
confusion if it results in faster tu 
over and higher sales checks. 


Toye Heads Sales 


Philip Toye, who has been co 
nected with the New York office . 
the American Tissue Mills, Holyok 
Mass., has been placed in charge 
sales for that company, succeedi: 
Charles B. Brown. 
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Hillbillies Do 
Rest Room Job 
fo: Amoco Gas 


B: itimore, Oct. 2.—Bewhiskered 
pillb llies, who get their thrill-of-a- 
lifet me at sight of the spotless 
clea liness of the rest room in an 
Amcco gas station, are being put 
to work by American Oil Company 
in a novel direct mail campaign to 
deal rs. 

The campaign, which ts designed 
to sustain maximum interest in a 
cleat) rest room contest, consists of 
three pieces. All are in three colors 
and utilize close press work and die 
cutting to duplicate intricate master 
draw ings. 

The first piece shows the whole 
clan, from grandpaw on down, for- 
saking its old-fashioned privy at 
news of something better down the 
road. Arriving at the Amoco sta- 
tion, they discover that “Aunt Effie 
weren't fibbin’ after all!” 


The inside of piece number two 
shows a pair of hillbillies examining 
this modern wonder. Zeke _ re- 
marks: “Gawsh! Ain’t it purty! I 
never woulda thot thet a _ privy 
could be so blamed spic an’ span. 
Guess maybe this Amoco dealer is 
goin’ to enter this’n in thet there 
big clean rest room contest for some 
o’ thet $5,000 cash prize money.” 


A Funny Language 


To which his barefooted com- 
panion replies: “Bin so danged 
long since I washed last I almost | 
forgot how, but this here wash tub 
was so clean thet I just had to. 
Wish I could take thet there seat 
yore holdin’, Zeke, it shore would 
make a purty nice frame for gram- 
paw’s new photograf!” 

The final folder shows the result 
of this example. “All on account of 
one look at thet Amoco clean rest) 
room,” the whole clan is hard at | 
work refurbishing their own privy, | 


|discarding mail order catalog 


and corncobs and applying a new | 


coat of paint. One of the members 
comments that “things ain’t been 
the same with the boys since they 
got one peek at thet there Amoco 
clean rest room. All they think 
about now is purty seats an’ roll 
paper!” 

The program which this mail 
campaign supports is an expansion 
of a previous rest room clean-up 
drive staged in 1938. This time, 
there are cash prizes totaling $5,000 
plus an additional $425 offered after 
the six-month contest was started. 


Nelson Joins Morgan 


John Nelson, who has been active 
in radio work in San Francisco, has 
been made production manager for 
the Raymond R. Morgan Agency, 
Hollywood. 


Lyon Van to BBDO 


Lyon Van & Storage Company, 


|Los Angeles, has appointed Batten, 


Barton, Durstine & Osborn, Los An- 
geles, to handle its advertising. Jack 
Smalley is account executive. 


Young Simplifies | 
U. §. Reports in 
8-Point Program 


Washington, D. C., Oct. 2.—The 
more than 500 separate bulletins. 
pamphlets, reports and periodicals 
distributed annually by the U. S. 
Bureau of Foreign and Domestic 
Commerce have been consolidated 
in an 8-point publications program 
which has been outlined here by 
James W. Young, director of the 
Bureau. 

The revised publications set-up 
of the Bureau consists of the fol- 
lowing: 

1. “Domestic Commerce Weekly,” 
containing news of interest on vari- 
ous phases of domestic business 
activity. 


2. “Foreign Commerce Weekly,” 


« 


a 


“> 


MANAGEMENT 


HEN you're adding up this country’s 
military assets, don’t leave its greatest 
weapon out. 


Don’t overlook that almighty American 
ability to organize, manage, produce, and 
deliver! 


It starts at the top and spreads down through 
the greatest array of men and machines the 
world has ever seen. It’s been the secret of 
America’s success for all this nation’s life- 
time. It will be our source of power for just 
as long as we are strong. 


The men up top who manage the whole 
thing have to keep their fingers on a maze of 
business wires. They are the decision-makers 
...their job demands last-minute knowledge 
of their own business, and the latest useful 
news of many others. It demands a source 
of business news that’s quick...complete. It 
demands a kind of news that has authority. 


That demand is amply satisfied. By one 
magazine! 


In the pages of Business Week management 


of 1939 by twenty-eight percent! 


men find news that centers on one subject 
only: BUSINESS. In these pages they find 
quick answer to their biggest single ques- 
tion: What’s new in business? With weekly 
regularity, this magazine serves them as no 
other possibly can. 


Here, in fact, are two weekly services that 
management uses in its daily job. One, 
editorial...Two, advertising. 


Yes, the advertising pages of Business Week 
serve management men well. For, here they 
find a greater number of business goods and 
services for sale than in any other magazine 
they read. 


And here...in the pages of Business Week 
...they regularly shop for two things at 
the same time: Business ideas and busi- 
ness goods! 


BUSINESS WEEK 


Active Management’s Magazine 


UP. .. Looking at leadership: Business Week's 1940 gain in advertising pages more than doub- 
les that of any other general business magazine. Its July-August topped the same two months 
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NO HOUSEBREAKER 
= He Doesn't Enter Your Home 
P/Q! : 
ee, ~The whistle 
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as fuel tank 
When the whistle stops he knows your tank i orarty full The driver 


The Ventalarm will be installed on your tank free—if conditions 

Dermit—after you have signed your 1940-41 Atlantic Furnace Ou! Agree 

| ment. Get your copy by calling HOWard 9000 or the nearest office of 
‘The Atlantic Refining Company. (Advto 


Two-column copy in Philadelphia dailies 

by means of which Atlantic Refining 

Company stresses its new gadget which 

enables home oil tanks to be filled with- 
out entering the house. 


containing foreign business news, 
broken down by countries and com- 
modities. 

3. “Survey of Current Business,” 
a monthly periodical and weekly 
supplement containing current data 
on general business conditions. 

4. “International Reference Serv- 
ice,’ loose-leaf reference’ service 
containing data on economic and 
financial conditions in foreign coun- 
tries prepared by the Bureau's 
international divisions. 

5. “Industrial Reference Service,” 
loose-leaf reference service contain- 
ing commodity and industry data 
prepared by the Bureau’s industrial 
divisions. 


New Unit Set-Up 

6. “Economic Reference Service,” 
loose-leaf reference service contain- 
ing data prepared by the Bureau's 
basic problems divisions on such 
subjects as national income, distri- 
bution cost accounting, etc. 

7. Separate reports of wide inter- 
est, such as balance of international 
payments, foreign commerce and 
navigation, stowage of ships, car- 
goes, etc. 

8. Specialized statistical state- 
ments, such as gold and _ silver 
exports and imports, value of U.S 
foreign trade in merchandise’ by 
geographic divisions and _ leading 
countries, and various commodity 
export and import statements. 

To facilitate the editing, produc- 
tion and distribution of these pub- 
lications, reference services, reports 
and statements, a newly created 
Publication Service Division has 
been established to replace the 
former Editorial Division 


Pedimoll to Glasser 

Glasser Advertising Agency, Los 
Angeles, has been appointed to di- 
rect advertising for Pedimoll Com- 
pany, maker of an antiseptic foot 
cream. Copy will appear in na- 
tional magazines. 


Names Campbell Sanford 

The National Pure Bred Dairy 
Cattle Association, Peterboro, N. H., 
has named the Campbell Sanford 
Advertising Company, Cleveland, to 
handle its advertising. Farm papers 
will be used. 


+ 


| OMAHA. NEBR. — 


John J. Gillin, Jr., Mgr. 
John Blair C r 
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Credit Company 
Opens 64 Small 
Loan Offices 


Baltimore Md., Oct. 2.—Following 
announcement some time ago by 
Commercial Credit Company, one 
of the country’s largest finance com- 
panies, that it planned to enter the 
small loan field, the company re- 
vealed today that 64 CCC small loan 
offices have been opened in 21 states 
extending south and west from 
Pennsylvania as far as Georgia and 
Colorado, and that plans call for 
the introduction of similar offices 
into other states. 

Entrance of the giant finance 
company into the small loan field, 
which created considerable discus- 
sion when first announced, has 
failed to cause as much excitement 
as was generally anticipated, prin- 
cipally because Commercial Credit 
has restricted the operation of its 
small loan offices to those able to 
supply an automobile as collateral. 
Loans of from $50 to $600 are be- 
ing made by the company with 
automobiles as collateral, but no 


other type of security is being ac- 
cepted at present. 

Newspaper, radio and direct mail 
advertising is being used locally to 
back up the small loan offices, under 
the direction of O’Dea, Sheldon & 
Canaday, New York, but national 
advertising is not at present being 
considered. 


Financing Changed 


Launch Barrington Hall 


Coffee Test Campaign 


Baker Importing Company, Min- 
|/neapolis, maker of Barrington Hall 
| coffee, has opened a test advertising 
moran in Peoria which will be 
|followed by promotion in major 
| markets. Newspaper advertising 
| will be supplemented by the dis- 
'tribution of samples and literature 
‘to homes. 


In announcing its decision to in-| Copy emphasizes digestibility of 
vade the small loan field, Commer- | the coffee, ease of preparation, qual- 
cial Credit Company declared that |'ty, taste and economy, with news- 
the type of installment purchasing | P@per advertising of the reminder 

; |type. Street car cards are 
which formerly netted the company being used. Reuben H. Donnelley 
its largest volume has been sharply | Corporation is handling the house- 
curtailed in recent years. Commer-|to-house sample distribution, with 
cial Credit purchased open accounts, |C. Wendel Muench & Co., Chicago, 
acceptances, drafts, notes, whole- | Baker’s agency, in charge of other 
sale motor and industrial obliga- | Phases. 
tions on which the average maturity | ee 
is less than 90 days—in other words, Beacon Names Lamb 
purchasing lien obligations given by | 


also | 


Advertising Flops 
at Public Relations, 
Says Rail Official 


Efforts Thus Far Super-. 


ficial, Says Southern Pa- 
cific Man 


the purchaser to the dealer. 
Cut Volume of Paper 
The growth of the small 


Beacon Chemical Corporation, 
| Philadelphia, has appointed James 
|G. Lamb Company, Philadelphia, to 
|handle advertising on its products 


business and the entrance into the | bluing 
small loan field of banks and bank- monia. 


and Aunt Phoebe’s am- 


/ers who enabled purchasers to bor- | 


row money so that their purchases | H 

of merchandise could be made for Appoint Evans A. M. 
cash is said to have cut deeply into |. F. W. Evans has been appointed 
the volume of commercial eaner |advertising manager of the new 
scolar cage cla’ Paper | grapefruit department of the Cali- 
available for purchase by Commer- | fornia Fruit Growers Exchange, Los 

cial Credit and similar companies. | Angeles. 


loan | called “do-do,” “33,” Aunt Phoebe’s | 


Beauty may be only skin-deep. Who cares? But knowing where this young lady 
buys her beauty-aids does make a difference. It can mean a lot of dollars one way or other to know exactly 
which type of store she prefers. And we can tell you. In fact, now we can even establish the difference 
in her shopping habits if she lives in a metropolitan city or a smaller town. Because there is a difference 


—a very definite one. If she lives 


in a metropolitan city, she'll prefer the variety stores for her cosmetics 


—the 5c, !0c and $1 stores. (In Memphis one variety store is preferred by as many women as all five 


But 


department stores combined.) 


in the smaller towns the druggist is far and away her favorite, altho 


she still prefers the 10c store to the department store. All this is a fraction of the interesting material 
revealed in our just-completed ‘Home Inventory of 26 Towns in the Memphis Market." It's an exhaustive 


- seem nant. ~ 
"HOME INVENTORY OF 
26 SMALLER TOWNS" 


National Advertising 


CHICAGO SAN FRANC 


and accurate study of family buying habits and brand prefer- 
ences—which groceries, which cosmetics and drugs, automo- 
tive supplies and home appliances the smaller town family 
actually is using, in contrast to preferences in a metropolitan 
city. We think it is the most thorough study of smaller town 
buying preferences ever compiled. If you'd like to see it, write 
us or contact our offices. 


Department, Scripps-Howard Newspaners, 230 Park Avenue, New York 


IsSco MEMPHIS DETROIT PHILADELPHIA 


lesen 


| 
| 


San Francisco, Oct. 2.—With a 


|few notable exceptions advertising 
| has failed in the field of public rela- | 


tions, K. C. Ingram, assistant to the 
president of the Southern Pacific 


of San Francisco in a talk bristling 
with challenges. 


Public Relations. 

The ideal formula for a public re- 
lations program, in Mr. 
opinion, contemplates: 

First—Thorough engineering-type 
analysis of the problem, particularly 


of public opinion affecting the or- | 


ganization concerned. 

Second—Readjustment of the or- 
ganization’s policies and practices to 
conform so far as may be to public 
opinion thus disclosed. 

Third—Effort to modify public 
opinion, so far as may be, to con- 
form to the objectives, policies and 
practices of the organization con- 
cerned. 


Largely Superficial 
The efforts of advertising in pub- 


|lic relations have been largely su- 


| perficial, Mr. Ingram charged. “*The 


attempts that it has made have been 
feeble or nambypamby, formalistic 
or oily. It has failed really to come 
to grips with the problem. Its 
efforts have lacked the fire, drive 
and convincing quality of its com- 
mercial selling efforts.” 

Continuing in this vein Mr. In- 
gram noted “that a_ presentation 
having to do with public attitudes 
relating to business policies and 
practices is a tougher job than that 
of commercial selling but so long as 
there is the need, so long as there is 
white space and type and talent, the 
challenge to advertising will re- 
main. I cannot believe that adver- 
tising has become so soon so old and 
| Set in its ways, so fat with profits 
that it will be found lacking in the 
resourcefulness and persistence nec- 
essary to conquest of this field. 


is a significant contrast in the way 
that American business uses the 
forces of advertising as compared 
with the way it uses public rela- 
tions activities. American business 


|Company, told the Advertising Club | 


Mr. Ingram is a| 
trustee of the American Council on | 


Ingram’s | 


“It should be noted, too, that there | 


a 


—. 


Kenneth W. Akers, for the past five 
years vice-president and creative direc. 
tor of Griswold-Eshleman Compeny 


Cleveland, who has been elected execy. 
tive vice-president of the agency, as. 
suming additional administration and 


management functions. 


| — 


| uses advertising positively and ag- 
| gressively for the constructive pur- 
| pose of selling goods. On the othe: 
{hand it still uses public relations 
| activities largely in a defensive way 
Seldom does business go out con- 
structively to create good will. To 
generally it waits until trouble al- 
most overwhelms it; thereby Amer- 
|}ican business still largely does its 
|public relations job the hard way 
| “Public relations activities repre- 
|sent the conscious effort of individ- 
| uals and organizations to live to- 
| gether in harmony in a democracy 
| the effort of each to accommodate 


itself to all the others, the effort of 


leach to explain itself, its practices 
and its aims to all the others. In the 
|great clamorous free Americar 


| market and forum we as individuals 


|}and as business, social or other or- 


| ganizations sell our wares and pre- 


sent our ideas, restricted only by 
the standards of common decency 
|}and honesty of purpose. In _ thé 
‘midst of the clash of competitior 
,and the clamor of conflicting claims 
|the American people buy as they 
please and vote as they please 
| They decide the issues with freedon 
(of choice. By this process and ir 
this exciting, stimulating Americar 
scene we progress materially, we 
grow in individual spirit. 

| “It is a mighty fine system 

| think we who are here today ma} 
| well consider seriously the signifi- 
cant part we play in it and how we 
may play that part more effective- 
ly,”” he concluded. 


= THE COMMERCIAL APPEAL 
MEMPHIS PRESS-SCIMITAR 
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which ? 


Before selecting an advertising agency, an adver- 
tiser should find out where the agency’s chief > * 
concern lies. \ 


Is it in securing new business or is it in prepar- 
ing top-flight advertising for its present clients? 


It is important to know which wags which — for 
the answer may play a large part in determining the 
quality of the advertising you may expect to get. 


Young & Rubicam, Inc., ADVERTISING 


NEW YORK - CHICAGO - DETROIT- HOLLYWOOD - MONTREAL - TORONTO 
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Voice of the Advertiser 


This department is a reader’s forum. 


Cooperation 

To the Editor: The editorial de- 
partment and advertising depart- 
ment really cooperate on the Toledo 
Blade as proven by the enclosed 
make-up. 

D. M. RosBeEson, 
Assistant Advertising Manager, 
Hickok Oil Corporation, Toledo. 


oe 
Elephants, Donkeys, 
Politics and Boxes 

To the Editor: Here is an amus- 
ing story that you may be able to 
use. 

Perhaps you recall that a couple 
of years ago for the National Metal 
Edge Box Company we secured a 
photograph showing a_ three-ton 
elephant lightly poised on a pile of 
Metal Edge boxes, to emphasize the 
fact that these are truly “the strong- 
est paper boxes.” The pictures were 
used in the Metal Edge house pub- 


lication and in several trade and 
business magazines. 
Metal Edge’s diplomatic corps 


recently decided that diplomacy 
required the posing of a Democratic 
donkey in the same position as the 
elephant. The idea, of course, was 
to stress the company’s strict neu- 
trality in politics—and win more 
publicity for “the strongest paper 
boxes.” 

This Democratic appeasement 
program was a good deal harder to 
carry through than the original ele- 
phant stunt, by reason of the fact 
that the donkey proved very stub- 
born. By a combination of brute 
force and cajolery, however, amus- 
ing pictures were obtained. 

Boxes employed in the elephant 
experiment were those of the U. S. 
Rubber Company. Boxes on which 
the donkey rests are used by Johns- 
Manville Corporation. Photographer 
in each case was Newt Hartman of 
the Philadelphia Evening Bulletin 
staff and a specialist in zoological 
subjects. 

Harrison M. TERRELL, 

The Lavenson Bureau, Phila- 

delphia. 

+, Vv F 


Another Example of 


Great Minds Running... 

To the Editor: They say, “Where 
there’s smoke, there’s fire,” but if 
you'll examine the September 1940 
issue of the eminent Jewelers’ 
Circular-Keystone, you'll find that 


two watch companies used the same | 


cue to “burn up” the trade. 
“You need matches to set the 
world on fire!” says the Gruen ad, 


and Croton watches follows suit 
with “Watch out you don’t get 
burnt!” 


I would prefer to think that both 
the Gruen and Croton advertising 
managers got their cue from Ron- 
son Lighter’s continuous and color- 
ful advertising pages in Jewelers 
Circular-Keystone. 

Unhappily, though, 
the word “matches” 
“lighter.” We would 


, 


yruen used 
instead of 
have liked 


Letters are 


EDITORIAL-ADVERTIS 


Spence. Newark Advocate, secre-|ing the same 4 


anger - 
tary | “The Queen and I have seen “*S* 


BY ED REED 


> welcome. 


In tendering his resignation to| Dealers w 

Edward J. Flynn, national chair-| of our part 

man, Robert said in « letter he felt 

ot “serve the best inter-|“the bypocr 
in 


As much as 7 inches 
more seating widthl 

Thet's @ big reason for 
seeing the 1941 Ford. 

On display September 27th. 


a 


Much the same story is told in the editorial cartoon and the teaser Ford adver- 


tisem 


ent. 


the caption to read, “You need 
lighters to set the world on fire!” 
H. A. SALZMAN, 
Public Relations Counsel to 
Ronson Lighters, New York. 


to Jump on Meat Scales 


| the 


Invites Vegetable Man 


| To the Editor: We read with a 
| great deal of interest the letter, 
| headlined “Could This Be Inspired 
|by Professional Jealousy?” pub- | 
‘lished in your Sept. 16 issue and 
signed by Claude L. Palmer of the 
United Fresh Fruit and Vegetable | 
Association. 

We have carefully filed this letter, 
|so as to preserve it for posterity, in 
archives of our “For Gosh 
|Sakes!” department. 

When Mr. Palmer sees our adver- | 
tising he will observe that we are 
not only advertising meat, but he 
will see that a lot of fresh fruits 
|}and vegetables are featured and that 
he and members of his association 
are getting something for nothing. 

Maybe on this account he would | 
| care to jump on the scales himself, 
}along with the mythical retail meat | 
|dealer to whom he refers. If so, he 
jis invited to take a free ride. We| 
| would be delighted to tell him how 
he may effectively tie in. 

NorRMAN Draper, 
| Department of Public Relations, 
| Institute of American Meat 
Packers, Chicago. 
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Fresh Light on Meat, 


Vegetable Situation 

To the Editor: Gosh! Every time 
I try to be funny I put my foot in 
it. Honestly, my little quip about | 
the family butcher “throwing his 
weight into the scales’? was intended 
to be humorous, and was not in- | 
|spired at all by “professional jeal- | 
| ousy.” 

I was amused, and thought you | 
|might be, by what seemed an in- 
genious simile when applied to a 
class of trade which joke-smiths | 
‘have for years referred to as 
“weighing their thumbs with the 
meat,” though nobody really be- 
lieves that that has ever been done. 


EVERYBODY SEEMS TO BE GETTING BURNED 


A couple of watch makers get the same copy idea and exploit it in the 


You need ) 
MATCHES 


same 


issue of a business paper. 


° a 
:e 


We in the produce industry are, 
however, jealous of the meat indus- 
try’s forthcoming campaign. We 
wish it were ours.. Or we wish we 
had one like it. In proof of which 
I am pleased to attach an advance 
copy of an item which will appear 


|headline accordingly. 


lin our bulletin to members next 
| week. 

Hoping that what I thoughtlessly 
wrote will not create the impression 
that the produce industry is in any 
way antagonistic toward the meat 
industry—only a little bit envious 
of its foresight and determination 
—I am, 


C. N. PALMER, 

United Fresh Fruit & Vegetable 

Association, Chicago. 

[Editor’s Note: We _ recognized 
Mr. Palmer’s letter as a not-too- 
serious quip, and tried to write the 
Hence the 
“professional jealousy” angle, which 
likewise was intended to be humor- 
ous, and which likewise apparently 
fell wide of the mark. To set the 
record perfectly straight, we want 
readers to know that the above 
letter was written without knowl- 
edge of the letter from Norman 
Draper. | 
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Mail Piece Gets 


Attention and Orders 

To the Editor: The enclosed bro- 
chure, which is featured by the 
almost full-size reproduction, on 
three different folds, of the Edel- 
mann Self - Calculating Freez - D - 
Tector, is unique and distinctive in 
many respects, we believe, espe- 


cially so when you appreciate the 
merchandise and market in which 
it is used. A multitude of letters 
from customers, salesmen ang 
others who have seen the piece ac. 
claim it as one of the most striking 
they have seen. 

The dominating factor is the high 
gloss finish obtained through the 
use of lamination, which was ex.- 
ecuted by the Arvey Corporation. 
and the die-cut opening in the sec- 
ond fold which depicts a glass ja; 
which is part of our instrument 
Here the lamination covered the 
aperture like window glass, which 
| was the effect we desired. 

This piece is also unique in stil] 
another respect. It was designed 
merely as an announcement of 
new product and yet it was re- 
sponsible for a most gratifying num- 
|ber of orders—many of them with 
| highly complimentary remarks per- 
| taining to the brochure. 

Sr Karn, 
Advertising Manager, E. Edel- 
mann & Co., Chicago. 


| 
| 


| 


v,vyY 
Slogan 
To the Editor: Here’s a suggestio 
for a slogan for the publicity can 
paign of the truckers’ association 
“Less Truculent Truckmen.” 
Pau. T. CHERINGTON, 
New York 


_ 


—_ 


One producer. 


WEARING APPAREL 


hundred more like it. 


VOCATIONAL SCHOOL 


Mechanics. 


SHOP EQUIPMENT 


BUSINESS OPPORTUNITY MACHINE 


Will use Popular Mechanics as liberally 
as possible because it is the Number 


Returns are satisfactory and there will 
be some more insertions in 1940. 


FARM AND HOME EQUIPMENT 


Records show Popular Mechanics lead- 
ing everything else. Wishes there were a 


Wouldn't think of not being in Popular 


April half-page pulled 537 inquiries of 
which 15 were industrial. 


POPULAR/#WECH 


— 


200 East Ontario St., Chicago, Ill.» New York « Detroit « Columbus 


Cash Register Evidence 


* 


Even in a year of wars and elections readers of Popular Mechanics 
react to advertisements in the magazine and buy goods offered there | 
for their homes, themselves and their businesses. The evidence is pre- | 
sented by the advertisers’ cash registers and ledgers. Here are some | 
reports made by a varied list of advertisers: 


SPORTS GOODS 


HOME EQUIPMENT 


If appropriation for Fall is increased 
Popular Mechanics will get its share as 
it has done a good job. 


dence, both on 


dise sold direct and on goods sold through 
retail outlets, that 561 companies used 
display advertising in Popular Mechan- 
ics during the first eight months of 1940. 


And it is evidence that Popular Me- | 


chanics should 


have a hand in 


Popular Mechanics did very well this 
year and undoubtedly will be on the 
schedule for 1941. 


It is because of such cash register evi- 


schedule for goods that men buy or 


services and merchan- 


be on any advertising 


buying. 
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&o» REASONS WHY ADVERTISING MEN SAY: 


“Order the engravings from Collins, Miller & Hutchings” 


JOHN AVERILL 


I. QUALITY 


They know that Cau is geared to produce only one standard of quality . . . the best 


2. INTELLIGENCE 
They know that instructions will be intelligent ly followed 


3. TIME 


They know that time-schedules will be met—delivery promises kept 


4. PRICE 
They like the idea of one price for all 


o. REPUTATION 


And they like to deal with the recognized number one source for quality engravings 


COLLINS. MILLER & HUTCHINGS. Inc... PHOTO-ENGRAVEERS 


207 NORTH MICHIGAN AVE... CHICAGO «¢ FRANKLIN 5851 
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Fate of ‘PM’ in 
Balance as Field 
Seeks Control 


New York, Oct. 1.—The fate of 
PM, New York's new no-advertising 
newspaper, appeared to hang in the 


balance here this week as _ stock- 
holders pondered a_ proposal by 
Marshall Field III whereby he 
would become sole owner of the 
property. 

After three and one-half months 


of unprofitable operation during 
which circulation has failed to reach 
the expected levels and much of the 
$1,500,000 initial capital has been 
spent, Mr. Field proposes to gain 
complete control by increasing his 
investment five-fold to about 
$1,000,000. 


Field Makes Offer 


At a directors’ meeting last week, 
the scion of the famous Chicago 
family offered to put up the $300,000 
necessary to buy all outstanding 
stock at 20 cents on the dollar, to 
distribute to stockholders a special 
class B common stock entitling them 
to 15 per cent of the equity and 


assets of the new publishing com- 
pany he plans to form, and to pro- 
vide at least $500,000 new capital. 

When the corporation was formed, 
stockholders also received common 
stock as a bonus given practically 
free. Under the Field plan, this 
voting stock would also be bought 
up, but at a rate of 10 cents a share. 


Circulation Not Known 


It is understood that Mr. Field 
agrees with present PM policies and 
with the present management. 
Should his plan be accepted, it is 
expected that Ralph Ingersoll would 
be retained as publisher and editor, 
and the no-advertising rule con- 
tinued. Mr. Field, however, would 
probably assume an active role in 
the paper’s management. 

The exact circulation enjoyed by 
PM currently is an official secret, 
and is not known even to employes 
of the paper. Until recently, all 
questions on this subject were met 
with the vague answer “under 
125,000." Mr. Ingersoll stated before 
publication was started June 18 that 
at least 200,000 circulati n would 
be necessary to break even. It is 
said that the “under 125,000” figure 
is no longer accurate, and that the 
daily average has been steadily in- 
creasing since the low level of late 
July and early August. 


| two-phase 
|the first part consisting of institu- 


Gans Joins United 


General American Life 


Using Newspapers 


General American Life Insurance 
Company, St. Louis, has opened a 
advertising campaign 


tional copy featuring members of 
the board of directors, the second 
part being devoted to human in- 
terest copy which discusses the ad- 
vantages of preparing for children’s 


| higher education through insurance. 


The initial test campaign is being 

placed in three St. Louis news- 

papers. 
Anfenger 


Advertising Agency, St. 
Louis, 


is handling the account. 


Seattle for Guadoer 


Regional Council No. 9 of the 
Outdoor Advertising Association of 
America will hold its 1941 meeting 
in Seattle, according to action taken 
at its recent meeting in Salt Lake 


City at which W. Rex Bell, presi- 
dent, and H. E. Fisk, general man- 
ager of the Outdoor Advertising 


Association of America, were among 


the speakers. George W. Kleiser, 
president of Foster and Kleiser 
Company, 


presided. 


Max Gans, 
Gans 


formerly head of the 
Advertising Agency, has 


| joined United Advertising Agency, 
| Newark, N. J., 


as an account ex- 


ecutive. 


Scripps-Howard 


Compares Memphis, 


16 Small Towns 


Memphis, Oct. 
tween metropolitan and small town 
markets are traced in 


| 
| 


3.—Variations be- | 


“Home In- | 


ventory of 26 Towns in the Mem- | 


phis Market,” just released by 
Scripps-Howard Newspapers. 
While the Scripps-Howard tech- 
nique used in former studies was 
again brought into play, the pub- 
lisher reports that the latest survey 
does not purport to represent a 
cross-section of all families in the 
26 towns, but merely a picture of 
habits and preferences of active 
buying groups. Negro and low-in- 
come white families were excluded. 

The small town families manifest 


a preference for high quality prod- | 
ucts, just as do those of metropoli- | 


| tan families, 
some 


the study indicates. In 
instances, the small 


acceptance than the corresponding 
groups in Memphis. 


The survey seems to prove that | 


j}home-baking is 


|abandoned in small towns, at least 


$e Uuuie 


ITS TONE THAT COUNTS 


j 
TS THE TONAL QUALITY of musi¢ that determines 


whether it will sway multitudes... « 
And just as a musician uses his ski 


effect ...so the advertising mgnager uses 


fall on closed ears. 
to get the right tonal 


his skill to 


blend ideas, paper and prodgction into the right first 


impression... the impact tl 


tention...or heads his ad 


* REG. U. S. @ CAN. PAT. OFF 


t grasps his prospect's at- 


rtising for the waste basket. 


#06. 0 5S & CAN PAT. OFT, 


we oa 
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Veinled Maller 
ITS FIRST 
IMPRESSIC 


The color, feel and finish of Kimberly-Clark’s low-cost 


book papers... KLEERFECT* and 


HYFECT™. . . command 


instant reader respect. The perfect printability and other 


features of these papers definitely reduce the over-all 


cost of printing. For your next brochure, catalogue or 


circular, make the first impression right! Specify one 


of these two Kimberly-Clark papers: 


ys «Ss @cas 
Pat orf 


UNIFORMITY + OPACITY - INK AFFINITY - STRENGTH + PRINTABILITY - COLOR AND FINISH 


KIMBERLY-CLARK CORPORATION . 


New York 


~122 East 42nd Street . 


Cuicaco 


8 South Michigan Avenue . 


Established 1872 


+ NEENAH, WISCONSIN 


Los AnceLes —510 West Sixth Street 


town | 


families report a higher degree of | of the models for the first edverticom 


| 


rapidly being| 


a 


GETS A BREAK 


When advertis 


Stanley Whiteway, 
manager of Proctor & Schwartz, Ph 


delphia, selected Frances Burke as 
in a new series on the company’s ste 
ing dryers, he didn't guess that 
would turn out to be Miss America 
fore his copy was out of circulation. 
advertisement in which Miss Burke 
pears is running in textile pap 


—- 


as far as bread is concerned. 
high percentage of the fam 


|studied in the 26 towns consun 


minimum of one loaf of bread di 
Soup has gone the way of ho 


made bread. The average s! 
town family now prefers to 
canned soup, rather than to n 
its own. Fruit juices are also hi; 
popular in these markets. 

The advent of low-priced " 


power in North Mississippi 
West Tennessee is reflected in 
abnormal demand for mechar 
refrigerators. The figure for th 
surrounding towns is 74 per ¢ 
compared with 50 per cent 
Memphis. 


Brokers vs. Salesmen 


Scripps-Howard believes that 
tional brands enjoy a much gre 
opportunity in small towns tha 
large markets. In Memphis, a 
other large cities, it contends, | 
competition results in price cu’ 
and other conditions favorabl 
private brands. This _ situz 
placed Maxwell House coffee fo 
in Memphis, with only 10 per 
of the business. It ranked firs 
the small towns, gathering no 
than 35 per cent of total c 
volume. 

The brokerage situation hé 
bearing, however. Brokers 
maintain strong sales organiza! 
in Memphis are usually able t 
a good job there, while they 
to neglect the outlying mar 
This gives an opportunity to br 
which maintain their own 
crews. Carnation milk, for inst 
is first in Memphis, while Pet | 
by a wide margin in the 26 t 
surveyed, garnering 65 per cer 


the total business, or four time 

much as Carnation. 
Thirty-Three Years Sales Pre 
motion among the Automotit 


Nation's 


MOST MOTORIZED SECTI 


Constitutes the 


Trade in the 


Record of 


Motor Wes 


Automotive Trade Authority of the Pacific Regio 


© Far Westerners have the highe 
average buying power found 
any section of the nation . . 
® Ratio of Cars and Trucks owne 
per 1,000 population excee< 
that in any other section. 
MOTOR WEST'S circulation is 
means for promoting distribution 
sale of Automobiles—Motor Truc: 


Shop Tools and Machinery—Se 
Parts—Car Accessories . . . thro: 
out the vast Far Western territ 


Motor West Publishing Co 
809 Rives-Strong Bldg. 
Los Angeles, Cal. 
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Holds Marketer 
May Still Choose 
His Customers 


New York, Oct. 2.— Though the 
Federal Trade Commission recently 
decreed that, under the Robinson- 
Patman Act, Luxor, Ltd., must sell 
ts 10-cent size packages to all pur- 
1asers of its products, manufac- 
irers still have the privilege of 
hoosing their customers, the Toilet 


o> * 


Goods Association asserted today 
in discussing the implications of 
the case. 


Hugo Mock, association counsel. 
inted to the language of the Com- 
mission order, which requires the 
‘espondent to “cease and desist 
rom furnishing any such commod- 
ity packaged in containers of a 
certain size and style unless all 
purchasers competing in the resale 
of such commodities are accorded 
the facility of packaging in contain- 
ers of like size and style, on pro- 
portionately equal terms.” 

“It is clear from the language of 
the order that it is limited to pur- 
chasers and that persons who have 
never dealt in the commodities in 
question could not be considered 
purchasers,” Mr. Mock said. “The 
order does not use the word ‘cus- 
tomers’. Our view is that it means 
simply that drug stores, for ex- 
ample, which have been handling 
large sizes of Luxor face powder, 
would be entitled to purchase 10- 
cent sizes also, but this does not 
necessarily mean that the respond- 
ent would have to sell its products 
indiscriminately to all retailers who 
offer to purchase them.” 


Summary of Rights 


The association attorn ey ex- 
pressed the opinion that the manu- 
facturer retains the following 
rights: 

l. To grant exclusive selling 
agencies. A cosmetic, or clothing, 
or hat manufacturer may still rec- 
ognize any one retailer in a town 
as his exclusive selling agent. 

2. The Luxor decision refers 
only to particular commodities and 
not to all of the articles made or 
sold by a manufacturer. It means 
that the purchaser of one size is 
entitled to purchase all sizes of the 
same commodity, and nothing 
more. An illustration will make 
this plain. A Sterling silverware 
manufacturer also makes a silver 
polish. This silver polish it sells 
generally to jewelers, grocers, drug- 
gists and others. It is obvious that 
it is not required to sell its silver- 
ware to grocers who may buy its 
silver polish. 

3. A manufacturer still has the 
right to consider primarily the good 
will and reputation of the article 
he sells. He may take into con- 
sideration the capacity of his plant 
and the reputation of his customer. 
For instance, in the perfumery 
field, where there is a shortage of 
certain raw materials, many houses 
refuse to sell new customers. 

+. The offer of cash in advance 
for the merchandise would not nec- 
essarily require a manufacturer to 
accept. 

Luxor, Ltd., has announced it 


] 
1 


' not appeal the FTC decision 


Carey Salt Appoints 
McJunkin as Agency 


_Carey Salt Company, Hutchinson. 
is., has appointed the McJunkin 
Advertising Company, Chicago, to 
Nandle its account. State farm 
Papers and spot radio broadcasting 
ire being used in several Midwest- 
frn states to advertise stock salt 
anc meat curing salt. 
pot radio broadcasting and min- 
movies will be used, beginning 
in October, to promote a special 
Premium offer on Carey’s table salt. 
spaper advertising also is be- 
ine used to promote Medisalt, a 
‘arey salt dentifrice 


Southern Opens Branch 

“outhern Advertising Agency, 
Le isville, has opened a branch at 
Fort Worth with Frank O. Barden 
Jr. in charge. Opening of a branch 
at Houston is planned for about Jan 
1, 1941. 


_ mele 
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ADVERTISING AGE 
Wolff Becomes Rep Calls on Ad Men 
Samuel D. Wolff, advertising 


The motor club president believes Hayes believes. His views are 
that the public reacts to traffic signs shared in large part by Alderman 
: : ‘ < just as it does to any other adver- Kells, who feels that the findings 
Pongge ge cg ot igs Bac to Put Appeal tising or sales advice. It responds of engineers and the phraseology of 
offices as publishers’ representative in Traffic Signs to positive statements which are lawyers could be effectively supple- 
at 509 Fifth avenue, New York. He justified by its own experience, and mented by the gifts of the trained 
will represent business papers and Chicago, Oct. 3.—A committee of ignores negative warnings. An ex- | advertising man. Kells indicated 
annual directories. advertising men may be pressed ample of this, Mr. Hayes said, is that he would give the proposal his 
into service by a desperate city found in varying degrees of observ- active support. 

Tiller Joins Agency council as the result of a sharp rise ance of “stop” and “speed” signs ——- 7 

Arthur A. Tiller. former press in automobile accidents, The sug- “Stop,” a definite command. is : 
secretary to Gov. Julius P. Heil, of 8¢stion that this step be taken was heeded by an overwhelming ma- Opens Hollywood Office 
Wisconsin, has been named an made by Charles M. Hayes, presi- jority of motorists. The same driv- Anderson, Davis & Platte, New 
account executive by Klau-Van Pie- dent, Chicago Motor Club, in a letter ers usually are contemptuous of York agency, has opened a Pacific 
tersom-Dunlap Associates, Inc., to Ald. George D. Kells, chairman signs which 


warn them that the Coast office at 6253 Hollywood 

Milwaukee. of the city council's traffic and “speed limit is 35 miles an hour.” boulevard, Hollywood, Cal. In 
——eeme safety committee. Mr. Hayes said Advertising men, versed in the Charge is Dorothy M. Stewart, who 
Olmsted-Hewitt in Net that “a little advertising allure” in study of human behavior. can capi- | Was formerly with Barton A. Steb- 


ile end safety . ould pay | talise hese tralie wilh ote bins and Ruthrauff & Ryan. John 

Olmsted-Hewitt, Minneapolis, has ‘@flic and safety signs would pay talize on these traits with S18MS  M. Dolph, formerly assistant general 
joined the Continental Agency Net- "ich dividends in reduction of the which would elicit obedience from manager of the Columbia Pacific 
work. ‘ death toll. 


every intelligent motorist, Mr. network, has joined the agency. 
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a 201.204 STRICKLAND BUILDING H —— . 
: President Fr 
vee DIRECTORS 

hese LE, Valdosta, Ga. R. M. NEWTON, 

me > Aw Tort, Wiggins, oe Vice-President 

Se , SS, Estill, S. C. 
CAN WwW. L. RHODES, w. E. SPIERS, 

yeah ce ley, Ga. easu 
oe OX NtS, Camille, “Fie VALDOSTA, GEORGIA Secretary and Treasurer 

¥, . ° . LLER, Palatka, » 
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: RM. RTALLWORTH, Mobile, Ala. June 12, 


e [he 
Be wr. T. C. Allen 


ife Magazine 
f a es er Building 


Atlanta, Georgia 


Dear Mr. Allen: 


king about the iS 
r letter of May Slist as 

: tir gor the Association has =. 

: ror LIFE advertisements. So ee ae hag | ; 
ate been LIFE's advertising of us, ) 


ASE 


x able to do any advertising for LIFE, we are 
é more than glad to dO 80+ 


ational adver- 
fe) we are conducting a n 
ti ibe oot he in other magazines 4s yee 
LIFE.” This national program has ie ~. 
} nat d even the predictions of ou . 
nie Ar > ieee As you undoubtedly know, _ 
| os a s the world as full of effervescen 


optimism as an advertising agent. : | 


1lts which we 
| eference to the resu as 
f co ae th LIFE, we have used nine nation 
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pt 


aes 
bs 
pre te, 


—s 


eee 


to adver- 

rogram. Our responses 

ry sai ae re LIFE have a aa 
er magazine. 

oii ab rin Mg wet the other magazines which 


out my sayt "top flight." 


| ‘ we have used are recognized as 
ding platitudes; 

to utter sweet soun 
| | it ie et eee thie to demonstrate that oat Song GS 
! Re meant. In that connection, I eee 
pron yi to the fact that there are more 


advertisements to come. 


With kindest regards, I am 


CAN SNTINE FARMERS 
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Associated Off : 
on 15th Football 
Broadcast Year 


San Francisco, Oct. 2.—For the 
fifteenth consecutive year, the 
broadcasting of intercollegiate foot- 
ball games on the Pacific Coast will 
be sponsored by Tide Water As- 
sociated Oil Company, which this 
year will present a total of 85 
games in an area embracing Wash- 
ington, Oregon, California, Arizona, 
Nevada, Idaho and the Hawaiian 
Islands. 


Under the exclusive broadcasting | 


agreement in effect between As- 
sociated and the member schools of 
the Pacific Coast Conference, the 
complete conference schedule of 
games will be released, and impor- 
tant games of independent schools 
will be broadcast. 


Use Three Networks 

Columbia, Mutual and NBC net- 
works will be used to cover all met- 
ropolitan points in the Pacific Coast 
area, with network coverage sup- 
plemented by independent stations 
in areas beyond the normal coverage 
afforded by basic network facili- 
ties. 

The system of using a sportscaster 
for play-by-play description and a 


commentator for color description 
before the game and _ between 
halves, will be used again this year 
as in the past. Harold R. Deal, 
Associated advertising manager, 
personally supervises the company’s 
football broadcasts. 


To Badger & Browning 


Royce Chemical Company, Carl- 
ton Hill, N. J., has appointed 
Badger and Browning & Hersey, 
New York, to direct its account. 
The company will continue to use 
| business papers. 


| Gets Erie Account 


Transportation Displays, Inc., 
New York, has been named ex- 
clusive car card sales representa- 
tive for the Erie Railroad. The 
company has previously handled 
poster displays at stations and 
terminals of the railroad. 


Bracey Joins Pepper 


cational advertising director of the 
|New York Sun, has joined J. 

| Pepper, Inc., New York, as an ac- 
count executive. 


Sam Moore to Seid 


Sam P. Moore, who has been | phe ne 


|active in radio on the West Coast, 
has joined Frederick Seid Adver- 


tising, San Francisco, to organize | 


and direct a radio department. 


William H. Bracey, formerly edu- | 


'charged that the speech 


Nets in Middle as 
Politicians Haggle 
Over ‘Free’ Speech 


New York, Oct. 2.—The second 
“Battle of Chickamauga” is not 
over yet, it appears, and once again 
the national radio networks find 
themselves caught in the middle in 
a struggle between the Democrats 
and Republicans. 

The still unsettled question re- 
mains: “At what point does an 
avowedly non-political speech be- 
come political?” The question was 
raised when President Roosevelt 


|/was granted free time for a non- 


political speech on Labor Day dur- 
ing which he dedicated Chicka- 
mauga Dam in Tennessee. 

After hearing that address, and a 


| second one made later the same day 


by the President, the Republicans 
was po- 
litical and demanded an_ equal 
amount of free time for their can- 
didate to air his political views. 
tworks agreed and Wendell 
Willkie’s talk from Coffeyville, Kan., 
this week was carried free. 

The networks hoped that was the 
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itee, reasserts the claim that the | 
addresses | 
were strictly dedicatory in nature, | 


| 


| 
| 


| 
| 


end of the “political-non-political” 
controversy, but no such luck. Now 
the Democrats are requesting free 
time for President Roosevelt to 
answer Willkie, and the networks | 
are once again on the spot. 


It Goes On and On 


In a letter to the National Broad- 
casting Company, the Columbia 
Broadcasting System and the Mu- 
tual Broadcasting System, Charles | 
Michelson, publicity director of 
the Democratic National Commit- 
President’s Labor Day 
and asks for an equal amount of 
free time. The networks have not 
decided what action to take as yet. 

The law under which the net-| 
works operate requires that when 


time is given one side for present- | 


ing its viewpoint, equal time must | 
be given to the other side for an | 
answer. This year, it was agreed | 
that all political speeches after the | 


candidate’s acceptance addresses | 
would have to be paid for. But) 
radio custom provides that the 


President shall be given free use| 
of broadcasting facilities whenever 
he desires to go on the air. 


TO LEAD GAS MEN 


T. J. Strickler, vice-president of Kansas 

City Gas Company, and chairman of the 

American Gas Association's committee 

on national advertising, who is slated to 

be named president of the AGA at its 
annual meeting this week. 


How it will all end is anybody’s | Manager, protested to the Demo- 
guess, but it is safe to say that NBC, | cratic National Committee. He asked 


CBS and MBS executives will be 
glad when the first Tuesday after 
the first Monday in November rolls 
around—no matter who wins. 


Buy Only Two Nets 


A further complication in rela- 
tions between the networks and the 
political camps arose as the result 
of the action taken by the Demo- 
crats in buying time over only two 
networks to broadcast the Presi- 
dent’s speech before the Teamsters’ 
Union a week ago. Although White 
House aides confessed that they 
were unable to determine whether 
the talk should be classified as “po- 
litical,” the Democrats decided to 
pay for time following the hulla- 
baloo raised by the G. O. P. on the 
Chickamauga situation. 

The trouble, at least so far as 
MBS is concerned, is that time was 
bought only over CBS and NBC 
Blue. Fred Weber, Mutual general 


\that the 


committee recognize the 
existence of only three networks, 
since NBC’s Red and Blue webs 
are under a single ownership. Heé 
urged that if the policy is to be to 
rotate time purchases among net- 
works that NBC be considered on 
network, the same as CBS and 
MBS. 


Lamarque Opens Studio 

Abril Lamarque, formerly with 
Dell Publishing Company, New 
York, has opened a studio specializ- 
ing in advertising art, industrial 
design and photography at 420 Lex- 
ington avenue, New York. 


W1XPW Expands 


WI1XPW, the frequency modula- 
tion station owned and operated by 
WDRC, Hartford, Conn., has been 
placed on a 12-hour’ operating 
schedule with its own staff and pro- 
grams. 
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advertising to reach wonren, 


The New York Times their 
leading medium for upstairs 
(everything but bargain base- 
ment) departments. Because 
The New York Times reaches 


one of the largest audiences 


newspaper anywhere —221.,- 
840 weekdays, 414,180 Sun- 
days in the Profit Half of 
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market alone. 
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October 7, 1940 

Co-op Analysis 

of Broadcasting 

Widens Service 
Doubles Interviewing. 
Periods and Increases 


Number of Calls 


New York, Oct. 2.—Following a 
series of tests during the past year, 
the Cooperative Analysis of Broad- 
casting today announced the intro- 
duction of several refinements in its 
research technique. Chief of these 
will be the doubling of the number | 
of interviewing periods, from four 
to eight, in the 33 major areas cov- 
ered by CAB. 

Heretofore CAB _ investigators 
made their telephone interviews at 
noon, 5 and 8 p. m., and the follow- 
ing morning to cover broadcasts of 
the later night hours. Beginning 
today, the calls will be made at 
9 and 11 a. m., 1, 3, 5, 7 and 9 p. m., 
and the following morning for post- 
9 p. m. programs. CAB uses the 
“recall” method by which radio set 
owners are asked to tell what pro- 
grams they have heard during the 
period preceding the call. 

Boost Number of Interviews 

Another change put into effect by 
CAB calls for an increase in the 


number of interviews conducted 
each year, from 500,000 to 700,000. 


The new operating costs arising 
from the two major refinements 
will necessitate a new method of 


scaling subscription rates in accord- 
ance with the number of programs 
and the amount of time subscribers 
buy and sell. 

Both the expansion of its activi- 
ties and the increased rates have 
been approved by the national radio 
networks and leading buyers of 
time and talent, CAB reported. 

The governing committee of the 
organization which supervised 
CAB’s field tests during the past 
year consisted of Paul B. Smelser, 
Procter & Gamble Company, chair- 
man; C. H. Lang, General Electric 
Company; A. Wells Wilbor, General 
Mills; George Gallup, Young & 
Rubicam; and L. D. H. Weld, Mc- 
Cann-Erickson. A. W. Lehman is 
manager of the CAB. 


CANTOR SHOOTS AT 
POSSIBLE $78,000 BONUS 

New York, Oct. 2.—Eddie Can- 
tor’s first appearance tonight as the 
star of the new Bristol-Myers show 
was noteworthy not only because it 
marked the veteran comedian’s re- 
turn to the airwaves after an 
absence of 18 months, but because 
it also ushered in what may be- 
come an important new trend in 
the buying of talent. 

Agency radio executives will have 
an eye cocked for the first CAB 
report on Cantor’s show because the 


actor and Young & Rubicam, agency 


your advertising and sales 
effort... see that your 
advertising reaches the 
man your salesmen see first 
—the Purchasing Executive. 
PURCHASING covers 
all important plants. 
Conover-Mast Corporation. 
New York, 205 E. 42nd St. 
Chicago, 333 N. Mich. Ave. 
Cleveland, Leader Bldg. 


in charge of the program, calls for 
a graduated scale of compensation 
based on CAB ratings. It is under- 
stood that Cantor will receive a base 


salary of $10,000 a week plus $200 | 


for each CAB point over a 
rating of 20 points. 
is set at 30 points. Thus if Cantor 
establishes a 30-point or better 
rating over the 39-week period of 
the contract, he will be entitled to 
a bonus of $2,000 per performance, 
or a total of $78,000 for the broad- 
cast season. This will bring the 
comedian’s 39-week pay check up 
to $468,000. 


base 
The maximum 


Little Hope for Maximum 


Speculation over what Cantor’s 
chances are of collecting part of this 
luscious bonus was a favorite topic 
of conversation in radio circles this 


week. A review of CAB ratings 
since the comedian first entered 
radio in 1931 revealed that he has 
|never attained a rating of 30. 
During three periods, however, he 
registered a high of 25. These were 
from October, 1937, to April, 1938, 
for Texaco; October, 1936, to April, 
1937, also for Texaco; and March, 
1933, to February, 1934, for Chase & 
Sanborn. During the latter period 
he was tied for first place; during 
the earlier Texaco period, he was 


ranked second; and during the later | 


Texaco period he landed in fifth 
place. 

Cantor’s most recent series of 
programs, from October, 1938, to 


April, 1939, sponsored by R. J. Rey- 
olds Tobacco Company, achieved a 
rating of 20 and placed the program 
in llth place. The comedian’s low- 


est rating, 15, occurred during 
Pebeco’s sponsorship from October, 
1935, to April, 1936. Other ratings 
during the past ten years fluctuated 
between 18 and 22. 

The CAB point rating system rep- 
resents the percentage of set owners 
estimated as listening in to a par- 
ticular program. 


Fuller-Smith Adds Two 
Armand Finley has joined Fuller 
& Smith & Ross, Cleveland, as assist- 
ant to E. K. Emerson on the meter 
division of the 


Westinghouse ac- 
count. Ed. Carlin, formerly with 
the Higbee Company art depart- 


ment, has joined the art department 
of the agency. 

John Spencer and Sanford Ket- 
chum of the agency staff will enter 
training as members of the National 
Guard on Oct. 16. 


Willard Battery Returns 


to Outdoor Advertising 

Willard Storage Battery Company 
| will employ outdoor advertising at 
strategic points throughout the 
country in its expanded 1940-41 na- 
tional advertising campaign — the 
first time Willard has used this me- 
dium in many years. Newspapers 
and radio also will be used. 

The posters are built around the 
;current Willard advertising theme— 
“More Battery For Your Money.” 
Meldrum & Fewsmith, Inc., Cleve- 
land, is the agency. 


BBB Names MacDonald 
George W. MacDonald, Peoria, 

Ill., has been named manager of the 

newly-organized Des Moines Bette 


Business Bureau. The bureau is 
sponsored by the Des Moines Ad 
Club. 
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has answered that question positively and definitely. Whether the 
problem at hand be a sparkling 30-minute live talent production 
or a brief spot announcement the voice behind the mike impresses, 


convinces, sells. 


WKY ’s announcing staff is an all-star cast. 
nouncers are more than voices. 


personalities. They are showmen-salesmen who have an open in- @ With or without 
. . * ° e important ’ t 
vitation to visit Oklahoma homes and to bring a sponsor's product They address women’s 
° Perr Ward hiet 
along with them. Oklahoma ind 
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The choice of announcer for a network show is of major im- 
unique contract drawn between the portance... but what happens to your spot announcement? 
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OKLAHOMA CITY -NBC Affiliate - 900 Ke. 


COMPANY *® THE DaILy OKLAHOMAN 


OKLAHOMA City Times *® THE FARMER-STOCKMAN * MISTLETOE Express * KVOR, CoLorapo SPRINGS 
KLZ, Denver (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INc 
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Th CHICAGOLAND MUSIC FESTIVAL sponsored annually since 1930 
bygthe Chicago Tribune has drawn‘an*audience ‘of more than a 
million in 11 vears. Held this year on August 17 in Soldiers’ Field, 
Chicago’s great lake front stadium, it demonstrated how the Tribune 
helps foster a richer life for the people of the community it serves 
and how the audience, a cross section of Tribune readers of all ages 
and in all walks of life, makes the event an important contribution 
to the musical life of America. 
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(),000°common matches struck simultaneously by members of the huge 
audience which attended the IIth Annual Chicagoland Music Festival created the unusual 
night scene shown in the photo at left, and provided dramatic evidence of the friendly, 


neighborly relationship which exists between the Chicago Tribune and its readers 


| ate night of August 17, 1940. It is dark in personal regard which they hold for this newspaper. 

Chicago’s great stadium, Soldiers’ Field, but 80,000 This close relationship between the ‘Tribune and 

people are in the seats. They are awaiting a signal. its readers is the natural result of this newspaper's 
Suddenly the great amphitheatre bursts into editorial character. ‘The mass-response of readers 

light... the cheerful, twinkling light of thousands to Tribune-sponsored events . . . over 800,000 last 

and thousands of matches. Simply, but with power- year alone... is a tribute to a newspaper whose 

ful drama, the huge audience attending the 11th service to readers reaches far beyond ordinary 

Annual Chicagoland Music Festival creates a bounds. 

spectacle of its own. And in those dancing flames What this means to advertisers 

there is written a story of friendship . . . the story In this relationship between the ‘Tribune and its 


of the unique relationship between a great news- readers is a story of importance to advertisers. ‘The 
paper and its readers. advertising effectiveness of a newspaper is measured 
The Chicagoland Music Festival is the greatest by the effectiveness of its news and editorial 
mass music assembly held anywhere. Its audience 
of 80,000 comes from all walks of life. It is essen- 


tially a family affair... parents and children... 


columns. Chicagoans clearly show their confidence 


and interest in the ‘Tribune, not only in their at- 


tendance at the ‘Tribune’s public events and com- 


rich and poor... gathered under the stars to enjoy petitions such as the Chicagoland Music Festival, 


an evening of music and entertainment at the in- 


but also in their response to the ‘Tribune's regular 
itati ‘ir newspaper. 
vitation of their newspaj news, features and service departments. Last yeat 


These are the kind of people who read the such response totaled over 7,000,000. 


Chicago ‘Tribune. These are the people who regu- These facts explain why retailers and manufac- 
me. ee ; . 7° sine ryt ’ - : le lorchit — : ' 
larly look to the Chicago Tribune for leadersh1 turers make the ‘Tribune the backbone of thei 


. not only In the reporting ot the news, but ne advertising programs for Chicago. They should 


the development of the social and cultural life of not be overlooked if you want 


the community. And here, at the Chicagoland 


Music Festival. as at the All-Star Football Game, 


to increase your sales in the 


Chicago territory. 
the Golden Gloves ‘Tournament of Champions, the 


Silver Skates Derby, the American Fashion Show and Tribune general advertising rates 


other community events sponsored by the Tribune, per 100,000 circulation are 


they have provided mass evidence of the warm, among the lowest in the country. « 


ae Chicano Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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- Atherton W. Hobler, chairman of | Plan Intercity COAST PETROLEUM INDUSTRY TELLS STORY 
10 Xp alin the board of the American Asso- Bowlin T urnament 
ciation of Advertising Agencies and g io 
| president of Benton & Bowles; A. O. With the hope of developing an Rubber and Explosives from Oil 


Newspaper Plan; 
Meets Oct. 17-18 


Chicago, Oct. 2.—A plan to relate 
newspaper circulations by counties 
to the number of families in each 
county will be explained to news- 
paper members of the Audit Bureau 
of Circulations prior to the annual 
ABC meeting here Oct. 17-18, as a 
result of action taken by the board 
of directors. Ben Duffy, of Batten, 
Barton, Durstine & Osborn, and his 
visualization committee was in- 
structed to prepare the explanation. 

Although the proposed newspaper 
circulation plan has been referred 
to as “the visualization of news- 
paper circulation” no maps are in- 
volved. The plan is to add to para- 
graph 25 of the ABC audit report, 
the net circulation by counties in 
addition to the gross, the number 
of families in each county taken 
from U. S. Census Reports and the 
percentage of that net circulation 
to the number of families in each 
county. 

Among those who will appear on 
the ABC convention program are 


Buckingham, chairman of the board 
|of the Association of National Ad- 


|vertisers and vice-president of 
Cluett, Peabody & Co.; John S. 
|Knight, publisher of the Detroit 


Free Press and Akron Beacon Jour- 
nal; and D. Howard Moreau, pub- 
lisher of the Hunterdon County 
Democrat, Flemington, N. J. 

Advertiser members just elected 
|to ABC membership are: Pittsburgh 
|Plate Glass Company, Pittsburgh, 
'represented by Edward L. Patton, 
advertising manager; Schick Dry 
Shaver, Stamford, Conn., repre- 
sented by Roy W. Johnson, adver- 
| tising manager; Petroleum Advisers, 
New York, represented by Elliott 
| McEldowney, advertising manager, 
and the New York Central System, 
|New York, represented by P. V. D. 
| Lockwood, advertising. 
| Michigan Roads and Construction, 
| Lansing, Mich., is a new business 
paper member. 


Ritter Names McC-E 

Charles Ritter, Argentine dis- 
| tributor of Palm Beach clothes, has 
|appointed the Buenos Aires office 
| of McCann-Erickson to direct its 
| advertising. Newspapers and post- 
ers will be used. 


manager. | 


annual intercity advertising bowling 
|tournament, the Chicago Federated 
| Advertising Club is inviting adver- 
tising clubs and other advertising 
lorganizations which have local 
bowling leagues to join in a tourna- 
‘ment tentatively scheduled for 
| April. 

Teams representing advertising 
clubs, graphic arts, national adver- 
tisers or advertising agencies are 
eligible. Applications and inquiries 
should be addressed to A. H. Frisch, 
| ADVERTISING AGE, 100 E. Ohio Street, 
Chicago. 


Richardson to Speak 

Anna Steese Richardson, con- 
sumer relations director of Crowell- 
Collier Publishing Company, will be 
the speaker at a special meeting of 
the Chicago Federated Advertising 


Club to be held in the grand ball- | 
room of the Sherman Hotel at noon | 


Oct. 10. The Bureau of Buyer In- 
\formation, a Chicago organization 
|designed to answer consumer ques- 
|tions about advertising and adver- 
tised products, will be set into active 
|operation at this meeting. 
Spinney Joins Lindsay 
| Franklin C. Spinney has_ been 
_appointed sales representative of 
| Lindsay Studio, New York, adver- 
tising art. 


During the first 8 months of this year, 


Pittsburgh retailers placed 37.6%, of their 


3-paper advertising in the Sun-Telegraph 


—a total of 5.113,437* lines — 329.024 


lines more than in this period last year 


— the greatest gain of any local paper! 


HAS 


SOMETHING 


PITTSBURGH * NEW YORK © CHICAGO © DETROIT © PHILADELPHIA © BOSTON © SAN FRANCISCO © LOS ANGELES 
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*Total Retail, Including 
Department Stores — 
Media Records, Inc., 
8 mos. ending August 
31, 1940. 


REPRESENTED NATIONALLY BY 


RODNEY E. BOONE ORGANIZATION 
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* BALTIMORE © SEATTLE 


HOW T0 AVOID WAR 


Aggressor nations attack only when they think they can 
win. Here are some facts that should discourage 
such ambitions toward the United States 


The same bomber can fly 30°% faster 
and farther in the United States than 
in Europe. It can carry 20% to 30% 
more bombs; it can climb above anti 
aircraft fire 259% quicker and its en 
gines will last almost twice as long 


——4 


ed 


Why? Because in America we can 
make aviation gasoline just that much 
better than any other 


country 

We manufacture 100 octane avia 
tio’ gasoline in quantity 
no other nation can do! 


something 


Our refineries turn out 2,000,000 
gallons of this 100 octane gasoline 
every day—enough to fuel five times 
as many military planes as we now 
have in service 

But that's only half the story 
America’s oil companies can expand 
their refineries to provide aviation fuel 
for 50,000 planes, or even more, faster 
than the planes can be built 

Now, the surest way to avoid war is 
to make our defenses strong. And avi 
ation gasoline is just one example of 
how the petroleum industry is doing 
its part to make America strong. There 
are many others 


A 65,000 Galion Tank in Every Back Yard 

Can it provide enough crude oil? 
Yes, there's no danger of running out 
of oil to make aviation gasoline or any 
other petroleum product 

Thanks to the industry's voluntary 
conservation program, wells on the 
Pacific Coast are operating tar below 
potential capacity. Production could 
be doubled on short notice 

Those wells tap proved oil reserves 
of 3% billion barrels—a 65,000 gal 
lon tankful for every family on the 
Pacific Coast. And to date new fields 
have been discovered faster than the 
old are exhausted 


Bomb Shelters Two Miles Deep 

No imaginable swarm of bombers 
could wipe out these oil resources. In 
58 Pacific Coast fields, there are 
19,730 separate wells. Even if an en- 


emy could destroy three out of four 
wells, the remaining ones could then 
be operated at full capacity to supply 
the need 

In tact, should the necessity arise, 
oil could be stored back down in the 
wells. Petroleum engineers are already 
storing natural gas in this manner 


A bomb as big as the Washington 
Monument could never get to these 
natural storage tanks, completely pro 
tected by a mile or more of earth 


An Army Marches on a “Steel” Stomach 

It used to be said that “an army 
marches on its stomach,” but today, it 
marches on a steel tank... filled with 
gasoline! 

During World War | it took about 
4,000 horsepower to run a division, 
but today it takes 187,000... for tanks, 
trucks, motorcycles, guns, and cannon 

No other country in the world can 
even begin to support such a mechan 
ized force on its domestic production 
of petroleum. But the United States 
can, because we have over half the 
proved oil reserves of the world 

The Pacific Coast by itself can sup- 
ply the Navy—even a two-ocean Navy 

~—with all the fuel oil, diesel oil and 
highly specialized greases it will ever 
need 

Incidentally, many of the 60 tank- 
ers which the industry operates on the 
Pacific Coast have been built to U. S. 
Navy specifications, ase speedy enough 
to keep up with the Fleet. Tankers and 
their trained Naval Reserve crews are 
ready for enlistment, when called. 


The petroleum industry is ready for 
its part in the nation's defense, but i 
has not stopped there. The Nations 
Defense Advisory Commission ;- 
cently announced : 

“Instead of having any bottlenecs 
of its own, petroleum is now bein, 
called upon to help eliminate bot:!- 
necks in other industries.” 


Significant are two developments «; 
recent weeks: 


1. Synthetic Rubber, developed by per, 
leum research chemists, is now bein, 
produced in commercial quantities 
cooperation with the large rubbe 
manufacturers. Before our present su 
ply of natural rubber is exhausted, th 
U. S. can be made 100% self-sufficie: 
with rubber made from oil 


2. Explosives. The petroleum indust: 
has signed contracts with the W 
Department.to produce 60,000,00% 
gallons a year of toluene, the bas 
ingredient of TNT. Glycerine is be 
ing made in even greater quantities 
Production of both these vital mate 
rials can be expanded to meet the re 
quirements of new explosive plants « 
fast as the plants can be built. 


mer: [Pp 

| aaa B® 
The list of what is being done wit! 
petroleum goes on and on. Fuels, lubri 
cants, rubber, TNT, soap, grain a! 
cohol, sulphuric acid, plastics, drying 


oil for paints, disinfectants, and 
anesthetics. 


Nature has provided oil in plenty 
and research has developed the means 
of using it for almost every conceiy 
able purpose 


ee 


The way to avoid war is to make 
America self-sufficient—make Amer 
ica strong. 

The petroleum industry, on its own 
initiative and without governmen: 
subsidy, has prepared itself to do its 
part without delay in a national 
emergency. 

America’s defense will never be 
“grounded.” Petroleum will never let 
her down. 


A report to the public on the 


Pacific Coast Petroleum Industry 


Three-quarters of a million people in all parts of the Pacific Coast depend for their living 
on this industry's oi! wells, refineries, equipment, transportation, and service stations 


Interesting newspaper copy being used by the Pacific Coast Petroleum Industry 


in a new public relations campaign directed by Ford Sammis. 


the agency. 


Lord & Thomas is 


| Lochinvar 


Lochinvar to Holden 


The advertising account of the 
division of Michigan 
Tank & Furnace Company, Detroit, 
maker of oil furnaces and water 
heaters, has been placed with Hol- 
den, Graham & Clark, Detroit. Busi- 
ness papers, direct mail and con- 
sumer literature are scheduled. 


“Sign Journal” Appoints 
National Sign Journal, official 
organ of the National Sign Associa- 
tion, has appointed Scott Kingwill 
as its Chicago representative, and 
William E. Coates, Lakewood, O., as 
its Cleveland representative. Hevey 


& Durkee is the New York repre- 


sentative. 


Bromo Quinine to Seeds 
Grove Laboratories, St. Louis, has 

appointed Russel M. Seeds Com- 

pany, Chicago, to handle the adver- 


tising of Grove’s Bromo Quinine, 
including all media, radio and 
magazines. Freeman Keyes and 
John Kettlewell will service the 
account. 


with your 


Fr R E E first Order 


Jar and Brush FREE with your first order 
S S$ Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use S $ Spe- 

Ss cial Frisket Cement, $3.50 per gal 


RUBBER CEMENT CO. || 


3438 Wo Halsted St. CHICAGO, ILL 


— 


Vember CCA 


461—8th Ave. 


Have You Seen “The IEN Plan’? 
—s 


Started 1933 


A file folder of factual ("pie-chartless") information 
showing how simply, effectively and inexpensively 
($79 to $85 an issue) you can describe your products 
to more than 53,000 active operating men in the 
larger plants in all industries . . . when and where 
they LOOK FOR current requirements. 


Write for a copy for your 1941 Media Data Files 


INDUSTRIAL EQUIPMENT NEWS 
THOMAS PUBLISHING CO. 


Write for 
a copy for 

your 194] 

MEDIA 
DATA FILES 


New York, N. Y. 
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with $320,377 for the same period a 
year ago. 


New York Central 

Net loss for seven months ending 
uly 31 was $92,602, compared with 
a net loss of $9,242,920 for the same 
period a year ago. 


McCall Expects 
(940 Net to Equal 
$739,606 of 1939 


New York, Oct. 1—With news- 
stand sales of McCall’s Magazine at 
a record peak and increased effi- 
ciency in the plant, McCall Corpora- 
tion, enjoying an increased adver- 
tising volume, is expected to show 
a net profit for this year equal to 
the $739,606 earned in 1939, even 
though for the first six months of Universal Pictures 
this year the net profit was only! Net income for 39 weeks ending 
$489,665 compared with $587,421 for | July 27 was $2,161,804. compared 
the same period a year ago. , 

The drop in profits for the earlier 


a 


Western Union 

Net income for seven months end- | 
ing July 31 was $1,583,248, com- 
pared with a net loss of $481,909 for | 
the same period of last year. 


Chicago and Southern Air Lines 
Net income for the year ending 
June 30 was $29,668. 


with $989,995 for the same period a 
year ago. These amounts are before 
federal income taxes and special 
amortization reserve. 


Lehn & Fink 


G. Krueger Brewing Company in 1939. 


Net income for six months ending 
July 31 was $111,579, compared with 
$102,275 for the same period of 


1939 July 31 was $1,029,937, compared! Net income for the year ending 
; with $906,553 the previous | June 30 was $326,357, compared 
Timken-Detroit Axle twelvemonth. with $344,698 for the previous year. 
Net income for the year ending | Standard Gas & Electric 
June 30 was $3,649,059, compared Amold Constable Corp. | 


with $1,484,106 for Net 


year. 


Northern Ind. Public Service 


Net income for the year ending 


the previous 


July 31 was $2,694,464, compared 
with $2,163,240 for the previous 
year. July 31 


Net income for six months ending | ¥€@?: 


June 30 was $304,354, compared | Clorox Chemical Co. 
with $307,666 for the same period | 


Abraham & Straus 


Net income for 12 months ending 


loss for six months ending 
July 31 was $100,367, compared with | 
‘a net loss of $48,108 for the same 
period a year ago. 


Federated Dept. Stores 


Net income for 12 months ending 
was $3,185,531, 


with $3,074,328 for the previous 


Net income for the year ending 
|June 30 was $437,052, compared 
| with $379,666 for the preceding year. 


L. C. Smith & Corona 


Net income for the year ending 
June 30 was $4,797,647, compared 
with $2,202,800 for the 1938-39 year. 


|White Rock 

Net income for six months ending 
June 30 was $90,378, compared with 
$121,804 for the same period of last 
compared | year. 


months this year is blamed on low 
advertising rates, decreased pattern 
sales and depreciation in foreign 
receivables. 


Goldblatt Bros., Inc. 

Net income from Feb. 1 to July 20 
was $279,259, compared with $252,- 
974 for the 23 weeks of 1939 ending 
July 8. 


Montgomery Ward & Co. 

Net income for six months ending 
July 31 was $10,274,453, compared 
with $10,315,808 for the same period 
a year ago. 


Beau Brummel Ties, Inc. 
Net income for the year ending 
July 31 was $164,364. 


Diamond Match Co. 

Net income for six months ending 
June 30 was $1,003,236, compared 
with $1,048,247 for the correspond- 
ing period of last year. 


Plough, Inc. 

Net income for six months ending 
June 30 was $122,234, compared 
with $150,025 for the same period a 
year ago. 


Burroughs Adding Machine Co. 
Net income for six months end- 
ing June 30 was $1,477,784. 


Columbia Pictures Corp. 

Net income for the year ending 
June 29 was $512,186, compared 
with $2,047 for the previous year. 


May Department Stores 

Net income for the 12 months 
ending July 31 was $4,793,996, com- 
pared with $4,284,297 for the pre- 
vious fiscal year. 

Bloomingdale Bros. 

Net income for 12 months ending 
July 31 was $699,165, compared with 
$549,597 for the 1938-39 year. 

Wm. Filene’s Sons Co. 


Net income for 12 months ending 
July 31 was $713,056, compared with 
$756,907 for the previous year. 


Champion Paper & Fibre Co. 
Net income for 16 weeks ending 
Aug. 18 was $819,929, compared WNAC _ Boston 
WTIC Hartford 
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a? WTAG Worcester 
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EAUTY makes attractive "figures" 
—for advertisers in New England. 
This yearly amount spent for personal 


care and commodites represents 
a huge market, important to every 
maker of beauty aids. 

Are YOUR products on sale 
throughout New England?—Or are 
you considering the introduction of 
a new line? Do you want YOUR 
share of this $45,574,000?* Do you 
want to get maximum dealer co- 
operation for your merchandise? 


*Printer’s Ink “Market Explorations.” 


The YANKEE NETWORK 


21 BROOKLINE AVENUE 


EDWARD PETRY & CO., INC., Exclusive National Sales Representative 
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Whatever your problem, The 
Yankee Network can be of valuable 
sales developing aid to you—as it has 
repeatedly for other manufacturers 
and distributors. 

The Yankee Network is the only 
combination giving COMPLETE cov- 
erage and essential local acceptance 
in the 18 key buying centers of New 
England. Your sales messages pro- 
duce because they go where a po- 
tential audience of 5,989,238 people 
live, work and spend! 


BOSTON, MASS. 
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ADVERTISING AGE 


Armour to Make 
Radio Awards 
for Merchandising 


Chicago, Oct. 3.—A merchandis- 
ing contest will be conducted among 
the 55 stations which will 
carry Armour & Co.’s new “You 
Treat” musical variety program 
three times weekly by transcription 
beginning next Monday. The 
tion contest will hinge on another 
one for consumers, in which Armour 


radio 


sta- 


will offer something new in the 
way of prizes five mink coats 

for the best concluding line to a 
jingle involving the attributes of 
Treet. One coat will be awarded 
weekly for five weeks, while 250 
$5 prizes will also be given. The 


consumer contest will be announced 
in a color advertisement in next 
Sunday’s The American Weekly. 


Offers Plaques, Scrolls 


The prizes in the station contest 
will be three bronze plaques, suit- 
ably engraved, and ten certificates 
of honorable mention. 
will be made for the most effec- 
tive, thorough and intelligent mer- 
chandising job during the mink coat 
contest. Armour emphasized that 
each station’s performance will be 


The awards | 


THEY'RE LUCKY THEY WEREN'T TELEVISED 


via 
Ps Be © 


Eating, talking and having a good time seems to be the order of business at a 


social gathering in Cincinnati following 


under sponsorshp of Walter H. Johnson Candy Company, Chicago. 


the initial broadcast of “Scramby Andy’ 
Left to 


right are C. O. Matheis, Johnson advertising manager; Ray Shannon, who con- 
ducts the program; Walter H. Johnson, president of the company, and Mort 


Heineman, Franklin Bruck Advertising 


Corporation, New York. The program 


is heard over WLW. 


| judged in relation to its size and 
| potentialities, giving them all an 
|}equal opportunity to win prizes. 

The idea had its genesis in ideas 
| voluntarily submitted by the sta- 
| tions, according to Lord & Thomas, 
| Armour agency. Many of the sta- 
| tions submitted such elaborate plans 
|for merchandising and _ publicising 


the 15-minute transcription program 
that the agency and client felt that 
some special recognition was due 
them. 

The mink coats, guaranteed to be 
worth $1,000 at retail, will be cus- 
tom-made to winners’ individual 
requirements by Martin Tausz, Chi- 
cago furrier. 


with winter coming on... 


More than 500,000 rwra/ radio families in the WGY 


airea are “stocking up” now for the months ahead. Another 


600,000 wrban families are in the market for change-in- 


season necessities. 


Respected buying guide for this vast, wealthy audience is 


50,000-watt WGY—Supersalesman of the Great Northeast. 


In power—WGY has more than all the stations in its airea 


combined. 


In coverage—no combination or group of sta- 


tions within 100 miles of the WGY transmitter can equal the 


territorial reach of the WGY signal. In resw/ts—over 80°, 


of WGY's customers are regularly on a renewal basis. 


A great service medium, WGY is currently 
airing the sales messages of 92 alert adver- 
tisers sponsoring 90°, of the commercial time 


available on the station’s weekly schedule. 


NEW YORK 

CHIcAge CLEVELAND 
SAN FRANCISCO WASHINGTON 
BOSTON §=—-SAN FRANCISCO 
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Shoes for the 
Nation’s New Army 

Although there is a great deal of 
kidding about the big feet of the 
American doughboy, an analysis by 
Boot and Shoe Recorder of the last 
order for one million pairs of peace- 
time army shoes shows that the 
most popular size in the lot was 
eight, of which 173,811 pairs were 
ordered, 68,339 being E width. The 


smallest number of any one size 
ordered was 42 pairs of size 8A. 
The smallest shoe on the list was 


size 5A, of which 310 pairs were 
included, while the largest was size 
12EE, 950 pairs being called for. 
Two million pairs of shoes were 
ordered by the army between the 
latter part of March and Labor Day. 
Every soldier, according to Owen A. 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


-_ 


Urges “Hams” to 
Stay on the Air 


As a protective measure for th¢ 


industry it serves, Radio Jobber 
News has issued an appeal in its 
September issue urging licensed 


radio amateurs to stay on the aj; 
and remain active, despite the Fed. 


eral Communications Commission 
regulation restricting foreign con- 
tacts by amateur radio operators. 


and limiting portable-mobile ama- 
teur transmitter operation. 

As result of this order, the pub- 
lication points out, the amateurs 
have stopped buying for expansion 
or improvement of their rigs ind 
the entire radio parts industry, com- 
prising some 340 manufacturers «nd 
1800 wholesale parts distributors to 
the 55,000 “hams,” is suffering from 
“war jitters.” 


‘Solar Heaters for 


Thomas, author of the article, is | 
entitled to receive two pairs of 
heavy service shoes as well as a 


pair of garrison shoes for dress-up 
occasions. With 
Congress of an increase in the army 
to 400,000 by enlistment, the mo- 
bilization of the National Guard, 
and the selective service draft, the 
shoe industry is thus faced with a 
gigantic task of production, and is 
ready for it, the article points out. 

Some changes are being made in 
army shoe specifications which in- 
clude softer tannage of the upper 
leather for more comfort, rubber 
instead of all-leather heels, and use 
of cotton rather than linen thread. 
However, inasmuch as the peace- 
time army shoe will not stand up 
under much more than one month’s 
service in the field, it is expected 
that the heavy hob-nailed boot with 
leather heel, as used in the last war, 


will be back again soon unless 
something better appears on the 
scene. 

National Organization for 

The Building Industry 

| Back in January, 1918, in the 


midst of war, Building Supply News 
issued a call for a “federalized 
building industry” to meet the prob- 
lems imposed by priorities and “the 
widespread, but ill-advised, propa- 


ganda against unnecessary build- 
ing.” That call was answered, 
although only in part, says the 


September issue of the publication, 
by the formation on July, 1918, of 
the National Federation of Building 
Industries, which the United States 
Chamber of Commerce helped to 
organize. 

A similar, but more efficient na- 
tional organization is now proposed 
with the suggested name, Associa- 
tion of Building Industries, to capi- 
talize the work of the existing 
national organizations by establish- 
ing a voluntary national clearing 
house which will help the industry 
fit into the defense program and at 
the same time help it continue to 
perform its normal and essential 
functions in the economic life of 
this country. 

The publication lists the following 
as some of the fundamental prob- 
lems which presumably the associa- 
tion would want imme- 
diately: 

1. The whole question of priori- 
ties of materials, labor and shipping. 
2. Transportation facilities. 

3. Selective conscription and its 
effect on the building industry’s 
employes and customers. 

4. The place of government in 
building. 

5. Mortgage and rent moratorium 
for soldiers 

6. Training of skilled labor. 

7. Information clearing house for 
the building industry 

8. Building restraints, political 
building codes, restrictive labor 
practices. 

9. The promotion of building as 
vital to national security. 


to act on 


authorization by | 


Service Water 

While the use of solar water 
heaters is by no means new, records 
showing they have been in use fo) 
the last 40 or 50 years in this coun- 


| try, a considerable revival of inter- 


est in the subject is indicated by an 
elaborately illustrated article «p- 
pearing in Heating & Ventilating 
The effective area for this type of 
water heating in this country is 
shown by a map which indicates 
most of the coast and southern part 
of California, southern Arizona and 
New Mexico, Mexico, most of Texas 
Oklahoma, Arkansas, Alabama 
Georgia, South and North Carolina, 


and all of Louisiana, Mississippi 
and Florida. 
A three-year survey by _ the 


author, Andre Merle, Washington, 
D. C., consultant on mechanica! 
equipment, indicates that there are 
close to 25,000 solar water heaters 


in use in the South at the present 9 


time. There are said to be no less 
than 10 organizations prepared t 
undertake installations of sun heat- 
ers in Miami alone. 

The article gives complete work- 
ing details of the construction of 
typical solar water heaters, whic! 
consist chiefly of a system of coils 
in a heater box covered with glass 
for absorbing the heat from the sun 
and a storage tank usually large 
enough to hold a full day’s demand 
of water based on not less than 15 


gallons per person per day. The 
system operates on the thermo- 
syphon principle, although some 
large systems have power drive! 


circulation. 


Lake City Laundry on Air 

Lake City Laundry Compan) 
Chicago, will promote its new Wy- 
nite process of dry cleaning ové 
WAAF, Chicago, with a 12-wee! 
weekly novelty dramatic progran 
called “That Little Word If” ¥ 
which are portrayed little incidents 
which have changed history. Ern- 
est, Frank & Neiman, Chicago, ' 
the agency. 


The International Harvester ‘| 
pany has appointed James Dum 
sales promotion manager fo 
Detroit territory. 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


700,000 ABC GUARANTEED 


TORONTO 
MONTREAL 
WINNIPEG 
LONDON. Eng 
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to carry this 
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| Owens is the fifth consecutive study ING AGE undisputed leadership in 
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Advertising A 
THE NATIONAL NEWSPAPER OF ADVERTISING 
NEW YORK CHICAGO ATLANTA LOS ANGELES SAN FRANCISCO 
330 W. 42ND ST. 100 E. OHIO ST. WALTON BLDG. GARFIELD BLDG. RUSS BLDG. 


*% 
‘ 


0 3 , ; . iy Te . : 
a0 Y, Se Mees 
| * ea ie es th 
our publicati _ 
| on has be 
en chose : 
on a eee 4 ee. eae : Ps : : i goer ama — : 
n- a: 
la- Ps -" | 
¢ > ie 
; ..? A F 
7 mennitt QueEns over Me Bey § 
nd & 
nd 3 ud 4 é 
n- 2 : . 
nd 4 
” COMMERCIAL WATIONAL BANK BUILDING © KANSAS city, KANSAS 
septemdoer 16, 1940 : 9 
“ 
ES 
a 3 
wins 
ie: 
& ‘a 
.f 
ee 
i? 
F, a 7" . 
15 “ey at 5 e ‘ i‘ 
es ee xP, . De . 
> ieee - ‘ : 
g. ye rs J = = - Oe 
: oe . r ’ _ r 
oui l (a: , les 5 oa . 
es, $e bs a *j = ~¢ 
ie 2 a 


October 7, 19 


Produce: Flour Milling: Meat Packing, By-Products) 


T ut 1937 Census of Manufactures 
covered 49,303 establishments in the 
food and kindred products industry, 
against 48,681 in 1935. Value of their 
products amounted to $11,583,063,550 
against $9,510,674,624 in 1935. The 
average number of wage earners for 
1937 was 911,003, who received $994,- 
899,358 in wages, compared with 797,- 


Food Manufacturing and Distribution 


(See also Baking: Bottling, Beverages and Soda Fountains; Brewing and Malting: Confectionery: Dairy Products, 


Industry® 
and § 
ficat 


Main 


BAKERY Pr 


Production in Food and Kindred 
Industries, 1937 


electric energy, and value of pi 
among the sixteen indust; 
which make up the censy 


Canned Foog 
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Textiles 


(See also Dry Goods: Clothing, 


Te textile industry is in reality 
group of five different industries, name 
ly woolen and worsted goods, cotton, 
silk, rayon, and the final processes of 
bleaching, dyeing and finishing. Most 
of these are, in turn, subdivided into 
smaller groups. 

Corresponding to the general drop in 
industry in 1938, the textile industry 
had a _ poor year, although Tertile 
World’s textile mill activity index ended 
the year at 103, only 18 per cent lower 
than 1937. When volume of sales final- 
ly started to rise in the last half of 


Census of Manufactures ranks first in 
number of establishments, cost of ma- 
terials, containers, fuel and purchased 


442 wage, earners who received $799,- a . (+ {ollowing S 
881,481 in 1935. Cost of materials, products Copies ° oot this fel 
containers, fuel, and purchased elec- , BEVERAGES plications 6° exes 

. “ “1 , Non-alcoholic pu - nd a 
tric energy totaled $8,146,869,452 in Malt, alcoholic advertise. nysTRIs 
1937, and $6,721,920,280 in 1935. Vinous through IN 

. ; Distilled. aleoh 

The food and kindred products classi- Rectified and b 

fication in the summary of the 1937 on : 
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Canned 


od 


$500,000 4 erin) 182 


$1,000, 000 to $2,499,999 212 
$27 500.000 to $4,999,999 7s 
$5,000,000 and over °% 

Total 677  $967,109,882 


mcehes wide 
including 


*Cotton woven good 
and over) 


1938, manufacturing margins in_ so 


woven felts 


Carrots® 
Corn, sweet 
Pos 


=-aon, 1937 


Woolen and Worstedt 


Value of Estab- Value of 
ments products lishments products 
10 $ 135.273 16 $ 197,109 
28 948,267 25 887,909 
34 2,431,280 32 2,487,653 
39 6,261,624 66 10,804,316 
0 11,245,698 86 21,908,648 
23 16,116,806 95 69,396,391 
47 77,983,980 22 192,658,863 
18 64,701,631 8 127,109,996 

s 49,948,407 28 262,139,140 
237 229 772, 96¢ 508 £697,590,025 


tRayon broad woven goods 18 inches wide 
and worsted woven goods 


—1937 Census of Manufactures 
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RAYON, 


rayon yarn is produced in the South. 

Southern weaving and knitting mills 

are accounting for 47.6 per cent of the 

eountry’s rayon yarn production with 
I increasing. 


CLASSIFICATION OF TEXTILE MILLS 
AND DYERS IN THE UNITED STATES 
Cotton 2.294 
Woolen and worsted 939 
Rayon and silk 1,150 
Knitting 2.081 
Carpet and rug mills . 153 
Iveing and finishing (for trade). 733 
Miscellaneous mills 158 
7,608 

The same authority states that mills 


operate 1,481 dyehouses in the United 
States. 

Various fibres are used in the textile 
industry. Different types of mills per- 
form different manufacturing processes, 
with a wide variation in the size of 
plants, in the amount and type of ma- 
chinery operated, and in the impor- 
tance of each branch of the industry to 
the advertiser. 

For instance, Cotton says, in capital 
invested, in raw fibre used, in machin- 
ery installed, and in horsepower, the 
cotton mills constitute a larger propor- 
tion of the industry than all other 
branches combined. 

The woolen and worsted industry, the 
publication says, ranks second in horse- 
power used; the dyeing, bleaching and 
finishing industry, the silk and rayon 
industry and the knitting industry rank 
in the order named. 

With such variation, a careful an- 
alysis of each branch of the industry is 
essential to determine the market for 
any particular product and to make 
sales and advertising plans effective. 

Principal exports and imports of 

: «+ ending December 
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THE 1941 


COUPON 
AND MAIL 
IT TODAY! 


For Business Paper Advertisers and Their Advertising Agencies... . 
In this one 375 page volume are the answers to a great many of your questions. For, it contains factual information on in- 
dustrial and trade markets and the business papers serving those markets. It contains the advertising rates, circulations of 


1700 business papers and scores of vitally important facts that you need when considering and preparing schedules for your 
business paper advertising. 


This Valuable Book Is Yours, Without Charge, in 
Conjunction With a $2 Yearly Subscription to. 


INDUSTRIAL MARKETING 


INDUSTRIAL MARKETING is a publication that is unique in editorial performance. It is the only publication that is devoted 
entirely to the advertising, selling and merchandising problems of the companies manufacturing machinery and equipment 
for business and industry. 


Every issue carries a wealth of material regarding industrial copy writing, catalog planning, sales letter stimulants, adver- 
tising and sales strategies and scores of other pertinent topics. ... No text book theories—no “brain trust’’ ideas—every fea- 


ture is written by men qualified to speak on their subjects because of the outstanding success they have achieved in their 
fields. 


INDUSTRIAL MARKETING IS READ BY THOUSANDS OF AGENCY, ADVERTISING AND SALES EXECUTIVES who depend 


upon it for suggestions and ideas—and as the one sure way to keep right up to date with every new advertising and mer- 
chandising development in the industrial field. 


CLIP 


SUBSCRIPTION ORDER 
Date 


INDUSTRIAL MARKETING 
100 E. Ohio Street 
Chicago, Illinois 


Please enter my subscription to INDUSTRIAL MARKETING for one year—13 issues, including the 


special Market Data Book Number. I enclose $2 in full payment or, send me a bill 
Name Title 
Company 


Street Address 
City and State 


MARKET DATA BOOK— 
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New Radio Show 
Keyed to Slogans 
in Advertisements 


Chicago, Oct. 2.—Radio’s newest 
quiz show, “Who Said It?”’, is keyed 
to the brain children of America’s 
advertising copywriters. The show, 
which places a premium on the 
careful perusal of current adver- 
tisements and the remembrance of 
past campaigns, is now being tested 


by the Pure Oil Company over 
WFDF in Flint, Mich. 
A memory test, based on “who 


said what and when,” the show fea- 
tures five sets of quotations—four 
for the studio competitors to iden- 
tify and one for armchair partici- 
pants. One of the four sets used in 
the studio is made up entirely of 
adveitising slogans and two or three 
of the listeners’ brain teasers are 
from current billboards and cam- 
paigns. Thus at least one-fourth of 
the entire show is based on adver- 
tising slogans and the contestant 
who pays close attention to his 
radio commercials, newspaper and 
magazine ads has a chance of win- 
ning the cash prizes offered. 

The show, placed with Pure Oil 
by the Leo Burnett Company, was 
originated by the Louis G. Cowan 
Company of Chicago. 


Surrey Lists Schedule 

With an advertising appropria- 
tion 300 per cent larger than last 
year’s, John Surrey, Ltd., New 
York, will conduct a fall and win- 
ter campaign for its Snow Apple 
tobacco and Aershank and Golden 
Burl pipes. More than 100 news- 
papers from coast to coast, with in- 
sertions ranging from 100 to 500 
lines, will be used in addition to a 
magazine schedule including Es- 
quire and others to be added later. 
Business papers are also scheduled. 
Jasper, Lynch & Fishel, New York, 
is the agency. 


Form Agency in N. Y. 

Clements, Thomas & Henry has 
been formed as an advertising and 
publicity agency with offices at 1790 
Broadway, New York. Officers are 
John A. Clements, who formerly 
headed an agency under his own 
name in New York, president; Paul 
Thomas, formerly with Hallings, 
Thomas & Steindler, New York 
agency, vice-president and treasur- 
er; and Elliott P. Henry, formerly 
with House Beautiful, vice-presi- 
dent and secretary. 


“Time” Opens New Office 

Time opened an advertising 
branch office in Atlanta, Ga., Oct. 
1. Charles L. Holt is in charge. 
Joseph A. McDonough, for the past 
four years on the New York adver- 
tising staff, has been transferred to 
the Philadelphia office. 


Public Believes 
Advertising Adds 


fo Final Costs 
Drug Copy Is Held 


Low Esteem, According 
to New Study 


New York, Oct. 3.—While drug 
and cosmetic advertisers are in an 
especially unfortunate position, ad- 
vertising as a whole is confronted 
with the necessity of exploding the 
belief that its use increases the cost 
of necessities, according to a survey 
made by Food Industries, McGraw- 
Hill publication, and reported in its 
September issue. 

Made for the publication by Hart- 
well, Jobson & Kibbee, New York, 
the analysis indicated that many 
believe advertising raises ultimate 


prices. Only 51.2 per cent of those 
interviewed regard drug and cos- 
metic advertising as_ desirable, 


while 27.8 per cent flatly declared 
it undesirable. The danger signal is 
the more unmistakable in this class- 
ification because highest income 


Who says so? Sales Management in its Sep- 


tember Ist issue. Here is why. 


The estimated current effective buying in- 
come for the twelve months ending October 
3ist, 1940 shows the ratio of change for 
Connecticut to be 108.8, the highest of any 
(U.S. A.—100.) 


The per family annual effective buying 
income for Connecticut is estimated at 
$3,423.00 the highest of any of the United 


state in the Union. 


States and 39, 


higher than the average 


which is $2,460.00. 


New England. 


This means 39, 
your advertising—in a market that blankets 
all of Connecticut and much of the rest of 


more cash response to 


WTIC can put your message across with 
the impact of 50,000 Watts— and the au- 
thority of over 15 years as the favorite station 
of this rich territory. 


x “MUST” F FOR A BIG JOB IN THE BIG SOUTHERN NEW ENGLAND MARKET 
‘The Travelers Broadcasting Service Corporation, Member NBC Red Network and Yankee Network 
he Tas ee a —— ee ee 


> = 


MN with food under 


| 

| groups, together with lowest income 
| brackets, indicated the most dis- 
favor for such advertising. The C 
income group, or lower middle class, 
was most favorable to drug and 
cosmetic advertising. 


Views on Food Copy 


Food Industries included ques- 
tions about such advertising because 
‘drugs and cosmetics are coupled 
the new food and 
drug laws. Food advertising itself, 
however, made a somewhat poorer 
showing than might have been ex- 
pected. While 82.6 per cent of those 
interviewed expressed approval of 
advertising in general, only 80.2 per 
cent regard food advertising as de- 
sirable, with another 11 per cent 
believing it is undesirable. Only 6.8 
per cent said advertising in general 
is undesirable. 

“A much larger percentage of the 
higher income groups were favor- 
able to advertising in general than 


——— 


CHANGES AGENCIES 


was the case with the lower income | 


groups,” Food Industries reported. 
“The responses to the question re- 
'garding food advertising indicated 
ino difference of opinion according 
|to income status. 

“The Middle Atlantic states were 
consistently more favorable to ad- 
vertising, whether general, food, or 
drug and cosmetic, than were resi- 
dents of the Midwest. New England 
states favored advertising the least. 
Sex was not a factor in influencing 
opinion regarding advertising. No 
differences according to sex ap- 
peared regarding any of the three 
questions asked.” 

Personal interviews 
on during the survey. Sampling was 
done in representative urban cen- 
ters, both large and small, geo- 
graphically distributed throughout 
the area east of the Mississippi. 
The sample was sufficiently large to 
permit questions revealing why 
those interviewed considered adver- 
tising desirable or undesirable. 


were relied 


Benefits to Consumer 


Those who approved advertising 
did so largely because they believe 
it brings advantages to the pur- 
chaser. The advantages to consum- 
ers most frequently mentioned 
were: “It aids in selection of goods,” 
“You can depend upon advertised 
goods,” “It lowers prices,’ and “It 
raises the quality of goods.” 

Food Industries said that it is sur- 
prising to find that one-fourth of 
those approving advertising in gen- 
eral do so not because of advantages 
gained by themselves, but by the 
advertiser. Their attitude was ex- 
plained by such comments as “Ad- 
vertising sells goods,” and “Adver- 
tising gets products before’ the 
public.” However, a_ considerable 
number apparently feel themselves 
indirectly benefited by advertising, 
making such statements as “Adver- 
tising helps business” and “Adver- 
tising creates jobs.” 

“It is also significant,” said Food 
Industries, “that more of those in- 
terviewed believe in the advantages 
of advertising to the purchaser in 
the case of food advertising than in 
the case of drugs and cosmetic ad- 
vertising or advertising in general. 
The reasons most often assigned for 
believing that advertising benefits 
the buyer were, 
of goods.’ ‘It lowers prices.’ ‘You 
can depend on advertised goods.’ 
aids in selection.’ 


Anti-Advertising Views 


“It would seem apparent that 
most of the objectors were thinking 
of themselves and their own pocket- 
books if their comments are a fair 
guide: ‘Advertising creates an over- 
demand, thus raising prices.’ ‘Ad- 
vertising is misleading, untruthful.’ 
‘I dislike advertising.’ Only a few 
objectors took an abstract view- 
point. They condemned advertising 
because ‘It gives big companies an 
unfair advantage.’ ’ 

Despite the fact that a large ma- 
jority believe that food advertising 
is desirable, the consensus is that 
it raises prices. The question, “How 
much of your food dollar goes to 
pay for advertising?” brought a 
wide range of opinions. The aver- 
age of the estimate as to the per- 
centage of the food dollar required 
to pay for advertising was 10 per 


‘It raises the quality | 


Marvin S. Knight, , 
sony and director of J. Walter Thomop- 


formerly vice-pres| 


son Company, New York, who has joined 
William Esty & Co. 


cent. Cross-checking these results 
with answers to previous questions 
by Food Industries showed that 
those who believe that advertising 
raised ultimate prices ventured an 


average opinion that advertising 
takes 11.5 per cent of their food 
dollar, while those who believe that 


advertising lowers consumer prices 
believe that only 6.3 per cent of 
their budget goes for advertising 


Opinions on Food Advertising 


“Fifty per cent of the food buyers 
who expressed an opinion,” com- 
mented Food Industries, “believe 
that food advertising represents as 
much as 10 per cent of the food 
dollar. In spite of this belief, 77 
per cent approve of food advertis- 
ing. What would be the reaction if 
|;consumers were made aware of the 
|}actual economic effect of food ad- 
_vertising on the food dollar?” 


* 
ADVERTISING MEN 


WANTED! 


* Yes--we want you to expe: 
rience the convenience and 
comfort of this hotel — cen- 


trally located in the heart of 
the agency district. Copy writ- 
ers, artists, production men 
all who burn the midnight oil 

bring an advertiser's mes 
sage to the masses—will find 
sanctuary here. Our overnight 
kits help make unexpected 
detention in town easier to 
bear. 


You'll like our accommoda: 
tions: 800 pleasant rooms from 
$3.00, each with both tub and 
shower and radio. Home of 
the famous Glass Hat. where 
you ll relish luncheon, dinner. 
supper. or a nightcap after 4 
siege at the office. 


NOTE 


Several agencies have found it ad 
visable to make special arrange: 
ments here for their entire -tfs 
We will be pleased to have our rep 
resentative call on office manage™ 
to discuss the merits of such 4" 
arrangement, 


Hotel 
BELMONT PLAZA 


Lexington Avenue at 49th Street, New Yor* 


JOHN H. STEMBER, Manager 
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‘Consumer Defense’ == 


Unit Works on 
5-Point Program 


chief topic of discussions between 


Elliott and representatives 
of leading retailer organizations 
throughout the country. In this 


connection it might be pointed out 
that the consumer adviser acknowl- 
edges the cooperative spirit evinced 
by the retailers. She cites their 
pledges to guard against unreason- 
able price changes and the letters 
sent out by trade associations urging 


Although the consumer division 
came into being as a direct result 
of the emergency situation, Miss 
Elliott is of the opinion that per- 
manent gains may logically be 
anticipated. She includes among 
these greater cooperation between 
consumer and retailer groups and 
|fuller recognition of the joint inter- 
est of the two parties; consumer 
awareness of the “real meaning of 


in intensity, perhaps including 
actual involvement in war, with 
7 attendant problems. | 
5. Looking ahead to re-adjust- | 
ment after the emergency period | 
pe ends. 
and Prices First Problem 
en At this writing the sommeenss | 
of division regards the prevention of | 
rit- unwarranted price increases and the 
n maintenance of a steady flow of 
oil consumer goods through regular 
nese marketing channels as the most 
oad pressing problems requiring atten- 
| tion. 
i” The price situation has been the 
to 
FOR PRINTING PLATES OF STERLING QUALITY 
yda- 
rom 
ind . eo. A | 
of 
er STERLING ‘Hl 
net. ae | 
er a 
ad- 
inge- 
taffs. 
rep- 
iget 
h an 


Elliott Favors Voluntary 
Action, But Will 
"What's Needed" 


Washington, D. C., Oct. 
Recognition of the consumer view- 
point as an integral part of the 
National Defense Advisory Com- 
mission has stimulated the promul- 
gation of a comprehensive program 
of action on the part of Harriet El- 


D the elimination of “buy now” copy 
9) in advertising. 

Miss Elliott believes that self- 
regulatory action on the part of 
9 __ | business can take care of any abuses | aa 
that may develop, but she warns Bqker and Baker Moves 
that “if the voluntary method fails, 
full publication of the facts and 
government 
necessary.” 


prices in terms of packaging and 
|quality factors”; and improvement 
‘in the fields of health services, nu- 
_trition and housing. 

| 


Baker and Baker 
Cleveland, has 
quarters 
bldg. 


& Associates, 
moved to larger 


become in the Union Commerce 


action may 


Sawyer Joins L&T 

Thomas Conrad Sawyer, formerly 
with KHJ-Don Lee network as 
radio and television producer, has 


‘Steinway Plans Drive 


Steinway & Sons, New York, will 
use daily newspapers and Sunday 
rotogravure sections in its fall pro- 


joined Lord & Thomas, Hollywood, | gram, marking the 40th consecutive 


to produce the Hedda Hopper pro- 
gram, sponsored by Sunkist prod- 
ucts. 


McCrory Stores Elects 


year of Steinway advertising. Busi- 
ness papers and dealer helps will 
also be used through N. W. Ayer & 
Son, New York. Copy will empha- 


size the “patented features” of Stein- 


G. C. Chambers has been elected | 


vice-president of McCrory Stores 
Corporation, New York, and H. 
Bosch, comptroller. W. B. Ryan Jr., 
has been made a director. 


' 

Appoints Frank Best 

| Walter & Samuels, New York 
realtor, has appointed Frank Best 
& Co., New York, to handle its ad- 
|vertising. Newspapers and maga- 
‘zines will be used. 


way pianos which distinguish them 
from other instruments. 


Offers Beautician Service 
Eye Catchers, Inc., New York, 


‘has launched a beautician service 
/consisting of a continuous series of 


monthly advertisements illustrated 
by photographs of hair-do’s in the 
latest styles. The ads, supplied 
either in mats or glossy prints for 
newspaper advertising, include copy 
and layout. 


liott, consumer adviser, and her 
associates, ADVERTISING AGE learned 
this week in a survey of defense 
activities. 

Housed in the stately Federal 
Reserve bldg. along with the other | 
major units of the Defense Com- | 
mission, the offices of the consumer 
division are beehives of activity. 
Miss Elliott’s expanding staff has 
spent its first few weeks becoming 
acclimated to its new surroundings 
but clear-cut concepts of what the 
consumer division is and what it 
hopes to achieve are gradually 
emerging in the form of a concrete 
departmental program. 


How They’re Thinking 


Beginning with the realization | 
that the very presence of Miss El- 
liott as a full-fledged member of | 
the Defense Commission trains the 
national spotlight on consumer wel- 
fare, members of the consumer di- 
vision think in terms of five main 
factors: 

1. The need for dealing with 
specific problems that arise from 
actions of Defense Commission, | 
such as housing and _ sanitation | 
needs emphasized by congestion in | 


expanding munition centers. || 


2. Contributions to the mainte- | 


nance of a stabilized economy dur- 
ing the emergency, with particular | 
emphasis on retail prices and mer- 
chandise quality. 

3. Positive measures to help the | 
consumer during the emergency, 
such as improved nutritional stan- 
dards. 

4. Consideration of the fact that 
the current emergency may grow | 


PHOTO-ENGRAVING IN COLOR PROCESS, 
BLACK AND WHITE, BEN DAY, LINE 


T-PROOFING ON FOUR CLAYBOURN 
OMATIC 4-COLOR PROOFING PRESSES 


DAY AND NIGHT SERVICE 


304 £. 45TH STREET, NEW YORK, N.Y 


CHECK and DOUBLE CHECK 


Some 75,000 arrows filled the air in Chicago’s Grant park as 
over 400 crack marksmen matched their prowess with the longbow 
in the Chicago Archery Championships, sponsored by The TIMES 
A. A. 

When the last of the arrows had been fired and checked 
against the target, Russ Hoogerhyde, six times national champion, 
had added another title to his ever growing collection. 

The archery contest is another one of many activities pro- 
moted by The TIMES A. A. for reader entertainment through 
participation. That these varied activities are so well supported 
evidences the broad interests of TIMIES readers as well as their 
confidence and loyalty to their favorite newspaper. 


“ | NEWINFORMATION 


INQUIRING | for FOOD ADVERTISERS 
REPORTER 


THE QUESTION: 

Do you think newspaper advertising 
has made selling easier in your store? 
ANSWERED BY: 

Retail druggists on Chicago’s north 
side. 


= - 


Mr. J. W. Crabb 


Kidge-Howard Pharmacy 


AalingSomeltems 


7550 Ridge Avenue 

Newspaper advertising has 
simplified and made possible 
th handling of a large vol 
um f merchandi It ha 
mad liing th ustomer an 
asi ask, th avir ! 

rk sire rr tomer 

hat ‘ 


to sumething else 


Mr. John Stevely 
Geymer & Steveley 
6158 North Clark Street 


riIMES Business su 
lepartment has just completed 


} oni » F 
Yes man Way Now ! ming vita cts n Chi 
a prod CAR i market 
thing The book is mera illustrated and 
they throws an interesting rn n Chicage 
adver ] 
cal food institutions and their annual 
early - ui 
=a volume ot business 
ex \dvertisers interested n the Chicag 
n i market may tain t ! tree by 
ddressing the Business Survey Depa: 
Bernard 8B. Berman ment of The Chicago TIMES 


eridan Howard Drug 


y —_— 
North Sheridan Road 
Definitely People have 
id on the product 
i a 7 wer TIMES HAS LOWEST 
feel hey know as 
alx he produ a 
frugeg! When they 


ask for an advertised prod 


MILLINE RATES IN 
EVENING FIELD 


In spite of a steadily increasing circu- 


Mr. Walter Bautz 


Pharmacy 

t Devon Avenue 
Yes, I ck The news 

paper familfarizes the 


Walter's 
2632 W 


tomer with a product When lation now totaling 404,619 A. B.C 
he comes into the store he interim report for period ending June 30, 
has « definite idea of what 1940 The Chicago TIMES has main- 
he wants which makes for tained its present low rates, giving adver- 


quicker sales at less effort 
However, when a product dis- 
continues its advertising its 
sales «diminish correspond 
ingly.” 


tisers the benefit of Chicago's most highly 
concentrated circulation at the lowest mil- 
line rates for an evening newspaper 
United States 


in the 


an amazing 
America. 


story of the 


Strasser’s anti-Hitler secret or 
ganization. Fricke traced the 
history of the fifth column = he 
had founded and. directed in 
South America, showing rec- 
ords of how the Nazis obtained 
funds, how they blackmailed 
Germans into fifth 
columnists and smuggled arms 
into the interior where thou 
sands of men and boys. are 
drilled and trained to fight. 

From the files of Argentine’s 
crack police, the “Gendarmeria 
Nacional,” Pilaum was shown 
further evidence of Nazi fifth 
column tactics. 

When he had concluded his 
study, Pflaum loaded 
with authentic photographs and 
sworn statements that he dared 
not submit them to censorship, 
but had to bring them back to 
The TIMES in person. 


becoming 


was so 


TIMES FOREIGN EDITOR UNCOVERS 
NAZI SABOTAGE IN ARGENTINE 


sack from a two month, 18,000 mile trip in Latin-America, 
Chicago TIMES Foreign Editor Irving Pflaum brought with him 
Nazi 


undercover invasion in South 


In Argentine, Pflaum interviewed Bruno Fricke, long in the 
service of the Gestapo but now working for the Black Front, 


= 
RETAIL DISPLAY 
ADVERTISING LINAGE 


Chicago Evening Newspapers 
First 9 Months of 1940 


Figures from Media 
Records, Ine. 


TIMES, 4,595,185 
News, 4,564,402 
american, 4,320,681 


The TIMES—6 days, omit- 
ting Saturday 

The News—6 days, omitting 
Sunday 

The Herald-American — 7 
days 


CHICAGO TIMES NEW PRESSES 
READY FOR FIRST TRIAL RUN 


signal for the first test run. 


‘THE 


CHICAGO'S 


RJ BIDWELL 
SAN FRANCISCO 


Pressmen of The Chicago TIMES make a last minute check 
up of the six new heavy-duty, high-speed presses before giving the 


Hecause advertising and circulation gains have outstripped the 
capacity of the present presses, The TIMES found it necessary 
to install additional presses to meet the growing demand for more 
newspapers and to more speedily service its readers. 

The new Goss presses will turn out 40,000 additional copies 
an hour, increasing production 50%, 
printing of 96-page papers in one section, 

The presses will be ready for service early in October, after 
the necessary adjustments have been made 


i, TIMES 

oe NEWSPAPER 

NATIONAL REPRESENTATIVES 

©’ WYER-FERGUSON-WALKER CO. 
MEW YORK DETROIT CHICAGO 


and will make possible the 


N. ANGIER 
ATLANTA 
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What is the total membership 
of Notre Dame’s alumni—‘syn- 
thetic” and actual? Can you 
hazard a guess at the number 
of persons, Catholics and non- 


Catholics alike, who are sup- 
porters of the “Fighting 
Irish?” 


Warner Brothers’ new picture 

“Knute Rockne—All Ameri- 
can”—attests the nation-wide 
acceptance of this Catholic 
university’s achievement in the 
world of sport—for the foot- 
ball prowess of its young men, 
men who are also recognized 
for their moral character and 
religious devotion. 


Among the one million families 
who read Our Sunday Visitor 
and The Register each week 
are thousands and thousands 
who watch “their team.” Prac- 
tical Catholics—your human, 
friendly, fellow Americans— 
families needing and buying 
life’s necessities and luxuries. 


One million families, as eager 
to support you loyally when you 
advertise to them through these 
papers, as they loyally support 
the “Fighting Irish.” 


THE REGISTER 


Write for “Why Should 1?”— 

the booklet of facts about this 

one million family Sunday read- 
ing audience. 


°o 
Cc. D. BERTOLET & CO., INC. 


ADVERTISING REPRESENTATIVE 
30 N. Dearborn CENtral 0481 
CHICAGO, ILLINOIS 


N.Y. Retailer 
Analyzes Copy; 
Plenty Wrong! 


New York, Oct. 1.—Pointing out 
that many advertisers become dis- 
|couraged too soon, J. Howard 
Denny, president of Franklin Simon 
& Co., advised the Sales Executives 
| Club here today to “be sure you’re 
| right before you start, but be sure 
| you’re wrong before you quit.” 

In the course of some unusual 
comments on advertising used by 
Manhattan retailers, he drew a dis- 
tinction between retail advertising 
here and in other parts of the coun- 
try. There are four types here and 
only two elsewhere, he said. 

In the rest of the country, the 
only types of promotion are straight 
merchandise 
to make immediate sales of featured 


ing the chief purpose of which is to 
create a favorable reputation and 
‘not to make immediate sales, he 
| said. 

Gotham differs 


in that there is 


also advertising apparently designed | 


not to sell merchandise, and that 
'type which is apparently prepared 
/to impress competitors. In this lat- 
ter class he placed the practice of 
leading New York stores in “keep- 
jing up with the Joneses” in the 
matter of more and more elaborate 
window displays. 
Everyone Confused 

He read a long list of headlines 
from retail copy appearing in one 
|paper here this week, all including 
price comparison phrases such 
| “formerly priced at,” “verified equi- 


as 


valent,” and “sold throughout the 
country for.” 
He commented that such copy 


only confuses customers—one local 
store, re said, recently got up an 
advertising glossary for use by store 
employes so that they would under- 
| stand the ads. “I read it,” he re- 
/marked, “and I still 
|stand.” Adding that “some time I'd 
like to have the courage to adver- 
tise a $100 coat for $100,” he pre- 
dicted such copy would be a sensa- 
tion. 

Only one thing about advertising 
is certain, Mr. Denny 
land that is that “you can never 
| prove anything conclusive about it.” 
| One person can prove one thing by 
|making a survey, he declared, and 


‘another can make another survey 
and prove the opposite. 
He likened advertising to the 


| practice of a physician friend who 
specializes in sinus trouble. He 
quoted the doctor as saying, “It’s a 
wonderful field—patients never die 
and never get well.” 


Borton to Address 
Mid-west Ad Women 


Elon G. Borton, advertising man- 
ager of LaSalle Extension Uni- 
versity and president of the Adver- 
tising Federation of America, will 
talk on “Advertising in the Ameri- 
can Economic Scheme” before the 
Women’s Mid-West Intercity Con- 
ference of Women’s Advertising 
Clubs at Cleveland, Oct. 12. The 
conference will last two days 

The Women’s Advertising Club of 
Cleveland will be host to club mem- 
bers from Toronto, Pittsburgh, Buf- 
falo, Toledo, Detroit, Chicago, Grand 
Rapids, St. Louis and Minneapolis 


Gives Football Scores 
Jacob Ruppert, brewer, New 
York, has begun a series of Satur- 
day evening football broadcasts 
over Stations WEAF and WJZ, New 
York. The “Ruppert Sports Re- 
porter” on WEAF gives the scores 
of all major games and on WJZ re- 
views the results of the games in 
five-minute broadcasts Ruthrauff 
& Ryan, New York, is the agency. 


Pushes Can Opener 


Regina Corporation, Rahway, 
N. J., has launched a three-week 
advertising campaign for its 
Smoothcut can opener in New York 
and suburban newspapers. The 
drive is being assisted by special 
window 


displays 
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advertising designed | 


| products, and institutional advertis- | 


don’t under- | 


maintained, | 


CONTEST FOR OLD 


ensational Cash Prize Contest—to Induce You to Try Amazing New 


le a 


=] 


ag 


000” CASH 12 PRIZE 


Phas 100 New 194/ ZENITH Radros 


And *§,000” CASH GRAND FRILE ©. 


DUTCH CLEANSER 
Super-Speed Old Dutch Cleanser 


ie ers 


VERY 
WEEA 

4OR SIX 
WEEKS 
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New campaign for Old Dutch Cleanser breaking this week in The American 


Weekly, Good Housekeeping, Ladies’ 


Home Journal, McCall's, This Week, 


Woman's Home Companion and the comic sections of a number of Sunday 


newspapers. 


Blackett-Sample-Hummert, Inc., is the agency. 


Public Relations 
Looms Large on 
Program of FAA 


| Chicago, Oct. 2.—Public relations 
will loom large on the program of 
‘the Financial Advertisers Associa- 
tion when it holds its 25th annual 
jeconvention at Hot Springs, Va., 
| Oct. 27-31. 
Harfora Powel of the Institute of 
_ Public Relations, New York, will 
| conduct a three-day advertising 
|school. Robert M. Hanes, president 
|of the Wachovia Bank & Trust 
|Company, Winston Salem, N. C., 
will talk on “The Executive Point 
}of View in Public Relations,” and 
| J. Lewell Lafferty, vice-president 
|of the Fort Worth National Bank, 
Fort Worth, Texas, will talk on 
“The Public Relations Man’s Point 
of View.” Lawrence H. Selz, Chi- 
cago publicity man, will talk on 
“People, the Base of All Effort.” 
Among other speakers on promo- 
tion topics will be: Samuel N. 
Pickard, president of the National 
Manufacturers Bank, Neenah, Wis.; 
83enjamin H. Young, vice-president 
of the National Bank of Detroit; 
Jonald A. Davis, president of Gen- 
‘ral Mills, Minneapolis; Price Gil- 
vert, advertising manager of the 
“oca-Cola Company, Atlanta; E. J. 
Alexander, vice-president of Fuller 
& Smith & Ross, Cleveland; Perry I. 
Prentice, vice-president of Time, 
Inc.. New York; and Robert E 
Grove, vice-president of Ketchum, 
MacLeod & Grove, Pittsburgh 
Departmental sessions will be 
headed follows: trust, John M 
Zuber, vice-president and _ trust 
yfficer, Ohio Citizens Trust Com- 
pany, Toledo; commercial, Robert 
Lindquist, public relations director, 
American National Bank & Trust 
Company, Chicago; savings, John 
Bodfish, secretary, First Federal 
Savings & Loan Association, Chi- 
cago; investment, James Rascovar 
II, vice-president, Albert Frank- 
Guenther Law, Inc., New York; con- 
sumer credit, I. I. Sperling, assist- 
ant vice-president, Cleveland Trust 
Company, Cleveland. Stephen H. 
Fifield, vice-president of the Barnett 


as 


National Bank of Jacksonville, Fla., 


is president of the association 


Hornung Retained | 


Richfield Oil Corporation, New 
York, has retained Clarence P. 
Hornung, New York, industrial de- | 
signer, to restyle oil cans, drums, | 
packaged goods, trademarks and | 
station signs. 


October 7, 


— 


Chanipaane Maker 
Pins Sales Hope 
on Cocktails 


Philadelphia, Oct. 2.—To popu- 
larize the champagne cocktail and 
help bring the price down to rea- 
sonable levels, L. N. Renault & Sons. 
Inc., Egg Harbor City, N. J., has 
launched a_ national advertising 
campaign which calls for “‘an ad-.- 
week” in a list of publications ji» - 
cluding Esquire, Life and Time, 

Copy explains why champagre 
cocktails made with Chateau R-- 
nault need not be expensive. La. - 
out and copy are adapted to, thou: ) 
not exactly patterned after the ec - 
torial style of each magazine. 

Some of the national advertisi: g 
will be devoted to Renault Ve - 
mouths, and it is also anticipated 
that sales of the company’s line | f 
still wines will be stimulated by tie 
advertising. 


Bolster National Program 


In a few markets where ext a 
effort is believed warranted, spot 
radio and newspaper advertising 


are being used to bolster the n:- 
tional program. More than 2,000 
copies of a de luxe salesman’s port- 
folio of 32 pages, offset in three 
colors, have been distributed ‘to 
merchandise the company’s prod- 
ucts, sales aids, experience, and 
advertising. Gray & Rogers, Phil«- 
delphia, is the agency in charge 


Morrell Consolidates 


John Morrell & Co., Ottumwa, I: 
has consolidated its advertising and 
trademark and label departments 
under G. A. Morrell, director of 
publicity, assisted by A. C. Mich- 
ener, who has been made advertis- 
ing manager. 


PHOTOS 2225: 


In lots of 100 or more 
Use actual photos in your catalogs, portfolios, direct 
mail. Glossy prints of your products tell your story 
more dramatically and effectively; help increase sales 
Just send us a phote and we will do the rest. 
Send for quotations on any other size 


Commercial Photo, 41 W. 45th, N. Y. C. 
(eR RO SAIS SERN om 


you advertise in The New York Time 


reached by any newspaper anywhere. 


— you reach them all when 


wn 


— 221,840 housewives 


read The New York Times on 
weekdays, 414,180 on Sundays 
in the Profit Half of the New York market 


alone—one of the largest markets of women 
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CAN STILL LAUGH 


will find critics, it cannot be doubted 


Edison Outdoor Ads 


| 7 Tungsten Adds to Bud 
that he has given a much more life- Headache { G. O. P Voluntary Chain monk adidas: * get 
like picture of the methods utilized eaaacne tor _ ° . Cc T ll S es. con ono wget Diy om. gel onl 
to summon advertising into exist- Outdoor posters in New Jersey Opy e S tory eta = Ble t s re a A wal 
. . — See ae cate oeaeas aste tlectric orporé 
A an any r ¢ - whose |@re the latest campaign worry of — ade! J : es 
WEEKS WISECRACK — than td other suthor WheS'| the Republicans. The signs, which of Independence Union City, N. J., will conduct a 
viewpoint was more cony entional appeared around the state last week, campaign for its machine tools and 
. and restricted. “The Technique of | aqvertise Edison batteries. Across Chicago, Oct. 2——The “trade in-|dies in business papers. Copy, 
i a ' Advertising” accordingly will be the bottom is printed: “You can dependent” movement is now get- placed by Reiss Advertising, New 
. valuable both to seasoned advertis- | always depend on an Edison.” ting the active support of National York, will emphasize production 
s . . : mney Pog ent a wee 5 PI a speed-up for national defense 
ing men and to the novice, helping) Campaign managers for Charles Brands Stores, voluntary chain op- | wii 
. bring all up to the minute. Many erties oye cc ear oa erating from coast to coast. : ieee 
* aga, aan as . | governor, sa *y were informe ager tnr arte i pan ° 
2 — npg ag wan mg that Edison Industries, Inc., always The chain's official advertising Robbins Names Agency 
- structor in making his new WOrkK | nuts out special advertising in the service for wholesalers and retail- Robbins C , ‘hor 
eae ees : he obbins Company, Attleboro, 
- authoritative. The publisher is | taj] because motorists put their cars ers now includes “trade independ-| Mass., has appointed Lanpher & 
| Prentice-Hall, Inc. in shape then for winter driving ent” editorials in newspaper and | Schonfarber, Providence, R. I., to 
e ——_—_ anne a8 handbill copy, such as the follow-|handle its account. Future adver- 
é The gentleman shown here is a weekly Bill Rice Appoints Tyler Fixture Appoints ing: tising will feature the entire line 
: feature of the Advertisers Weekly, Lon- Bill Rice Products C om Tyler Fixture Corporation, Niles, “Today, in America, there are = Robbins creations in metal, in- 
don. In the Sept. 5 issue, despite some Ch ~ 7  ~scowm ted a a hy Mich., maker of welded steel food 1,500,000 independent merchants c uding medallions, trophies, medals, 
battering, he was about to wisecrack: a ee ane. |store equipment, has appointed Car- | who still own their own 1 sf ete. 
Rose Company, Chicago, to handle p who still own their own homes and 
| see the Germans say our Norwegian l its advertising. y : ter, Jones & Taylor, South Bend, | yjaces of business and who have _ 
Q campaign was a failure. Do you happen ‘ee a Ind., as its agency. James W. Tay- }. ndeq tonether in one vest artey Edward Kossove Resigns 
r to know what media we used? | lor, Jr., will handle the account. to protect at any and all cost the Edward Kossove has resigned a 
0 otect at any : i ‘osts > AWE ssove has res -d as 
{ Ahrhart Made Sales Head , independenee of the community Vice-president in charge of sales 
| Howard W. Ahrhart, Jr., has been Mittens to Waters 


New Book Takes 


‘appointed sales and_ production J. M. Rubin & Sons, Gloversville, 


and the independence of small busi- 


and operations of the Providence 


division 


er segheee IST em : of McKesson & Robbins, 
/manager of the Buffalo Bank Note N. Y., has appointed Norman D. "°S*: This copy is a good : xample and has been succeeded in that post 
: Company, Eastern division of the Waters & Associates, New York, to °f the theme being followed in ma-| py Richard L. Hanson, previously 
. Reserve Lithograph Company, direct advertising of its new Snow- | terial devoted to the subject of the with Charles Leich Co mpany, 
10d ie@w Cleveland. flake mittens. independent merchant. Evansville, Ind. 


_— By S 
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* fof ‘Production’ 
€ New York, Oct. 2.—While many 
ee books have been written on adver- 
to tising production, they have usually 
onfined themselves to mechanical 
ispects of the subject. The latest 
olume on this topic, “The Tech- 
nique of Advertising Production,” 
written by Thomas Blaine Stanley, 
professor of marketing, New York 
University, takes a much broader 
iewpoint, including visualization 
ind layout, for instance, as a part 
if the production problem. 
' Speaking of previous approaches 
' to the subject of advertising pro- 
' duction, the author said that, ex- 
i cellent in themselves, they have 
' tended to suggest that the adver- 
‘ tising business is broken down into 
water-tight compartments, while in 
reality its various branches “are so 
‘iret a inextricably intertwined that none 


4 


story ff them can be used effectively ex- 
” ept as it is modified by and in turn 
a modifies the others.” 
i 

A Creative Job 


Prof. Stanley also set out to 
make clear the extent to which the 
facts of production admit of crea- 
ive use. 

“There is too much tendency, not 
ilways confined to outsiders,” he 
ommented, “to dismiss all produc- 
tion matters as mechanical, subordi- 
nate and eoncerned with more or 
ess automatic processes. This is 
far from the truth. In art the 
vhole is greater than the sum of its 
arts; and creative work, though it 
equires close attention to detail, is 
nore than the mechanical assembly 
{ details. 

“The purpose with which produc- 

m material is combined; the dis- 
mmination, the taste and judgment 

ith which particulars are blended 

to general effect is creative in a 

hse nowise different from that in 

hich the copywriter, the illustra- 
tr, or the designer regards his 


rk 
Though Prof. Stanley's reasoning 


WILL YOU SELL IT ? 


Just tmagine a Hollywood smile — all 
the way from Hedy's back door to Al's 
102-story bungalow in Gotham. Yes, the 
toothpaste sold annually in America’s 
Money Belt could be spread over a smile 
that wide! And if you want to sell your 
share 


OLUMBIA’S | 
STATION - 
FOR THE 


UTHWEST 


that’s the only way you reach every nook 
and cranny of the rich Money Belt region 

And in America’s Money Belt, folks are 
buying toothpaste —and millions of dol 
lars of other drug articles—from more than 
3,048 drug stores in the area. With agricul- 
tural and business conditions better than 
ever, this year they're going to buy still 
more. You can sell it—with the help of the 


WHICH OF THESE 
DO YOU SELL? 


Annual Reta Sales 
in “America’s Money Belt 


a heavy schedule on the Cowles 
Stations ts the answer. 
We 


Dentrifices $ 4,601,293 


Face Powders 1,446,120 


» = : a. ' >, de FRR 793 
say the Cowles Stations, because four-way voice of the Money Belt.” Talcum f ders 58,795 
Hair Tonics 657,327 
Face Lotions 1,051,724 
e Hair Dressings 788,793 
Deodorants 460,129 
’ x Manicure Preparations 657,32 
Shaving Creams 
WICHITA x KRNT * way en page 
: M iy MOINES DESMO Mite. Face Creams 2,300,646 
Clpar Rapios DES INES Perfumes 1,117,457 
WATERLOO 


Yan 
OSN2Z40 NYC S ARN ID NCir (Total drug commodity sales 
Wu “saw eso Wun ¥ $49,216,000) 
Yee Sid 41>.» 41>) : 
THE REGISTER AND TRIBUNE, Des Moines, lowe | 


Represented Nationally by THE KATZ AGENCY 
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Gourmet Combines 
Pleasure and Business in 
Successful Enterprise 


By JUDITH CORTADA 


New York, Oct. 3.—A _ retired 
manufacturer who was also a gour- 
met wandered into a New York 
restaurant one night in 1936 and 
ordered the smoked turkey he saw 
listed on the menu. From this 
casual incident, plus the possession 


of a keen merchandising sense, 
sprang the thriving business of 
Pinesbridge Farm at Ossining, 


N. Y., which today claims produc- 
tion of 90 per cent of the smoked 
turkeys consumed in this country. 
Sales volume for 1940 is ex- 
pected to show a rise of almost 40 
per cent over last year and if this 
objective is reached Pinesbridge 


WRVA covers — 
RICHMOND 
AND NORFOLK 


IN VIRGINIA! 


will have sold a total of 14,000 tur- | 


Smoked Turkey! Mouths 
, Water and Register Rings 


keys by next New Year’s day. Since 
the average fowl sold weighs ten 
pounds, total volume for 1940 will 
be in the neighborhood of 140,000 
pounds, representing a retail dollar 
volume of $189,000. 


Discovers a Neighbor 


Max Blitzer, who had 
from the Lightolier Company some 


years before he tasted the smoked | 


turkey that made his mouth water, 
discovered that Isaac Kamm, the 
turkey smoker, lived only two 
miles away from his home in Os- 
sining. Having brought with him 
from Europe a secret process for 
smoking turkeys, Mr. Kamm was 
serving a limited clientele. It was 
|only after much patient persuasion 
on Mr. Blitzer’s part that Mr. 


Kamm, now 82, consented to join | 


| hands with him and develop the 
business on a larger scale. 
Today the Pinesbridge Farm 
| smoked turkeys are known through- 
out the country and are sold to an 
2xtensive mail order list and 
through 500 dealers. On the 
2inesbridge list of customers, which 
reads like “Who’s Who” and the 
Social Register, are some of the 
most famous names in every phase 
of American life. 

Now that the Pinesbridge smoked 
turkey has acquired a reputation, 
a sizable list of customers has been 
built up and the channels of dis- 
tribution have been laid, Pines- 
bridge is planning for 1941 an in- 
stitutional campaign, using larger 
space, in an expanded list of mag- 
‘azines. The appropriation is ex- 


| pected to be five times that of 1940. | 
Randall Company is the agency, 
with A. E. Epstein the account ex- | 
ecutive. 
| Instead of soliciting orders, copy | 
| will feature the atmosphere of | 
| Pinesbridge Farm and conversation | 
about the hand processing of tur- 
keys. The latter is designed to ex- 
ploit the current nostaglia for the 
|“good old days” when everything 


was done by hand, as well as to} 
explain one reason why the tur-| 
keys are so expensive: in the smok- | 
ing process, turkeys lose about one | 


half their weight. 


$1.35 Per Pound 


According to Mr. Blitzer, the) 
campaign will be planned to main-| 
tain and strengthen the Pinesbridge | 
leadership in this field. | 

Behind this success story in the | 
merchandising of a luxury prod-| 
‘uct (the Pinesbridge turkey sells | 
| for $1.35 a pound) is the develop- | 
ment of an amazingly personalized | 
business. Being a business man, | 
Mr. Blitzer has worked in system- | 
|atic fashion but the relationship | 
that exists between the farm and | 
its customers suggests more the | 
old-time country store than the) 
modern business organization. A 
visit to the farm itself bears out | 
this impression since the entire 
staff consists of five or six per- 
sons and the attendance at a staff 
meeting is often augmented by the 
presence of a dog, a goat and a 
duck. 

Much Correspondence 


Shortly before old “Ike” Kamm’s 
birthday, for example, customers 
received letters written in long- 
hand suggesting that they celebrate 
the occasion by purchasing a tur- 
key from a special batch. Not only 
were the turkeys purchased but 
Mr. Kamm received scores of gifts 


retired | 


NOT TOO CLEVER 


When you've tasted one of J 
these joyous, succulent J} 
smoked turkeys, you'll say: [ 
This is the unique Christmas 
Gift to my friends.” 

Each bird is an individual 


masterpiece, personally f) 


cured and smoked by a man 
proud of his 3-generation 
tradition of turkey smoking. ]) 
Smoke-cooked over fragrant |} 
perse applewood and] 
rought to the exact turn of | 

golden brown deliciousness | 
—All Ready To Eat. Price 1.35 
per lb., net smoked weight. | 
From 7 to16 lbs. Exp. prepaid. 


| ; Prvsersce ranma 


Cleverness is deliberately eschewed by 
Pinesbridge Farm in its advertising of 
smoked turkey at $1.35 per pound. 


and letters to which he replied. 

Many customers, presumably 
busy people, take the time to write 
letters, perhaps asking that their 
next turkey be done in a certain 
way, or describing the raptures of 
a guest who partook of the Pines- 
bridge birds for the first time. 
Such a letter was received from 
Anita Loos, the screen writer, who 
had served a turkey to Aldous Hux- 
ley, the novelist. 

On another occasion, four per- 


a 


items of interest to gourmets, by; 
also stories about happenings 4; 
the farm, such as the battle o; 
Barney, the old house dog, with 
wild cat. 

As an example of how the num. 
ber of customers has been jp. 
creased, a New York dealer sen 
75 letters to a selected list, offer. 
ing smoked turkey free for cocktaj) 
canapes. The turkey was supplied 
by the farm, There were 21 re. 
plies, one from John J. Raskob, ang 
one result was an order for seven 
turkeys, costing about $100, a con- 
siderable item in a grocer’s bysj- 
ness. 


Plays Up Names 


Pinesbridge has also increase: jts 
business by clipping notices trom 
the society columns of lawn parties 
and other fashionable gatherings 
A mailing piece suggests that Pines. 
bridge smoked turkey be served 
and lists the famous names aniong 
the Pinesbridge customers. 

Between Mr. Blitzer and the 
chefs of the New York restaurants 
which take his smoked turkeys 
there is a very personal relation- 
ship based on their common in- 
terest in good food. He visits then 
personally and is very likely t 
spend half an hour arguing with a 
'chef over the exact amount of cay- 
enne pepper to be used in a dish 
In return, the various chefs visit 
Pinesbridge to spend a_ pleasant 
| week-end, swimming and _ taking 
life easy in the country air. 

In its restaurant business, the 
problem has not been one of mak- 
ing initial sales but of producing 
repeat orders. To this end, and as 
a definite phase of its merchandis- 
|ing scheme, Pinesbridge employs a 
| girl to visit the New York restau- 
rants and suggest various ways ir 
which the turkey may be served 


A Faithorn’'s famous “Non- 
Stop” route gets you there 
with streamline speed and 
absolute smoothness. It's just 
one contact, from the time you 
turn the job over to Faithorn 

. until Faithorn ships the 
job back to you . . . complete 
and perfect in every detail . . . 
engravings, typesetting and 
printing. Distance means noth- 
ing to our clients—they come 
from New York, Ohio, New 


Mexico, Missouri, Michigan, 


PRINTING 


Pennsylvania and other dis- 
tant points. Let us demon- 
strate the value of Faithorn 
3-in-1 Complete Service on 


your next job. Write, or phone 


WABash 7820 


ADVERTISERS EVERYWHERE USE FAITHORN 3-IN-1 SERVICE 


| Secretary of State Sumner Welles 


sons had ordered a bird for Under- | perhaps more economically thar 
| the chefs had planned. On menus 
and Pinesbridge took the trouble to| the Pinesbridge Farm smoked tur- 
inform three of the duplication.|key is always described by name 
The orders were cancelled and the | Up to the present, Pinesbridge 


PRINTING ms 


There are a large number of concerns that 


render one type of service and do it well... 


THE FAITHORN CORPORATION, 
however, renders THREE DISTINCT TYPES 
of service —ad-setting, engraving and 
printing — and does them ALL equally 


well — with less effort and less cost. 


FAITHORN 


—- CORPORATION 


7) AD-SETTING - ENGRAVING « PRINTING 

oe » 
fe 504 SHERMAN STREET + CHICAGO + WABASH 7820 : 
He ~<. 
~~ DAY AND NIGHT SERVICE © 


* 


| interest. 


| fort 


| company received thanks for its 
Mr. Blitzer feels that such 
consideration is appreciated and 
ultimately results in increased or- 
ders. 

As these various incidents illus- 
trate, service plays an important 
part in this very personal business. 
A customer may order a turkey for 
a friend in Puerto Rico, whereupon 
Pinesbridge calls Puerto Rico to 
arrange for delivery at the proper 
time and assure adequate refrigera- 
tion. Customers know that no ef- 
is considered too great and 
that delivery at the place and time 
specified is guaranteed. If the cost 
of such service is not absurd, 
Pinesbridge foots the bill, although 
the entire transaction sometimes 
proves unprofitable. 


Never Ceases Barrage 


Pinesbridge numbers among its 
customers not only private individ- 
uals but restaurants, a large num- 
ber of which are in New York. 
Customers have been acquired by 
magazine advertising, using a list 
of about eight yearly, and by di- 
rect mail. Magazine advertising is 
staggered throughout the year, but 
Pinesbridge never ceases its bar- 
rage of mailing pieces to the cus- 
tomers on its list. One example is 
the Pinesbridge Gazette, which is 


“Published Now and Then” accord- 
|ing to the masthead, and which 
contains not only recipes and other 


/magazine advertising has been de- 
signed to produce orders with a 
|minimum of commercial flavor ir 
'the copy. There has been no at- 
|tempt at “clever” advertising but 
| copy has been direct, using words 
|commonly associated with good 
food. Pinesbridge has also used its 
|advertising to produce informatio! 
| about the location of the best mar- 
kets. Business has been very good 
|in New York, San Francisco, Dal- 
‘las and Hollywood. 

| On the current magazine list are 
| Fortune, Gourmet, House Beautiful 
|House & Garden, Town & Countr 
'and Vogue and the Sunday edition 
of the New York Times. Business 
papers are also used and Pines: 
| bridge supplies its dealers with di- 
rect mail pieces, counter display: 
and suggestions for cooperative ad- 
vertising. 

A new Pinesbridge product tha! 
\is having phenomenal success i 
turkey pate. Introduced by R. H 
Macy & Co. in a cooperative ad- 
vertisement Sept. 3, the copy has 
produced an amazing response fo! 
a product priced at 64 cents for @ 
four-ounce jar. The departmen! 
store had ordered 40 dozen ja® 
but between Sept. 3 and 12, ha¢ 
to order 220 dozen jars to supply 
the demand. Pinesbridge is planning 


cooperative advertising throughout 
the country, following distributor 


to dealers, and will also provide 


demonstrators to stores. 


JOHN A. CAIRNS 


TEX 
& COMPANY 


ADVERTISING 


45 EAST 17th ST. 
NEW YORK CIT’ 


TILE 


——————— 
«©, 


NEW PROSPECTS may be 
found in NEW MAILING LISTS 


For additional lines of business or trade outlets for YOUR goods or service 
consult our 1940 Mailing List catalog. Over 6006 classifications, with appre® 
imate counts, to choose from. Will gladly assist in making selections. £'V® 
total counts for a group of states, and tell you how we can serve you ™ 
many ways, from making plans, writing copy, printing letterheads an fold 
ers, to doing your multigraphing, addressing and mailing—in fact, eve 
thing required for an effective, quick job of sales promotion. Daily capec™® 
100,000 pieces of mail. 

No job too small—or too large. 

What do you wish to have done? 


TRADE CIRCULAR ADVERTISING co. 


Dem. AA, 27 Senth Market Street Chicaco. 
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ADVERTISING AGE 


Advertisers and 
Lithographers 
on PPAI Board 


New York, Oct. 1—With adver- 
‘isers and lithographers accorded 
representation on its board of di- 
ectors, the Point of Purchase Ad- 
ertising Institute, hitherto fostered 
by mounters and 
finishers, will 
embark on a re- 
search program 
designed to shed 
more light on 
effective use of 
this medium, it 
was decided at a 
meeting here last 
week. A new ex- 
ecutive secretary 
will be appointed 
and headquarters 
will probably be 
moved from Chicago to New York. 
The Association of National Ad- 
vertisers is represented on the new 
board by Carleton Healy, vice-presi- 
dent, Hiram Walker, Inc.; B. H. 
Miller, advertising manager, John 
B. Stetson Company, and G. L. De 
Beer, advertising manager, Bauer & 
Black. Lithographers elected to the 
board are George C. Kindred, Kin- 
dred, MacLean & Co., Harrison 
Caner Jr., Ketterlinus Litho Mfg. 
Company, and J. M. Wolff Jr., Wolff 
Printing & Lithograph Company. 
The board is rounded vut by L. L. 
Grisamore, Arvey Corporation; 
D. C. Ozmun, Chicago Cardboard 
Company, and George L. Rose, 
' Mounting & Finishing Company. 


Study Chief Purpose 


Mr. Grisamore, who was one of 
the moving spirits in formation of 
the Institute three years ago, and 

} who was re-elected president, 
3 warned members against the temp- 
) tation to exaggerate findings of the 
| Institute, whose chief purpose is 
‘the research and study of point-of- 
purchase advertising and the dis- 


L. L. Grisamore 


semination of knowledge so ob- 
tained.” 
“The benefits possible from a 


strict adherence to the purpose and 
policies of the Institute will make 
mmediate gain from selfish motives 
eem little indeed,” he said. ‘These 
pportunities in fact defy exaggera- 
t on.” 
While most advertising managers 
ealize the value of pointof-sale 
lisplay, he continued, lack of au- 
thentie case histories has prevented 
them from making convincing pre- 
entations to their superiors. One of 
€ primary goals of the Institute, 
therefore, will be to compile and 
resent without distortion facts of 
is kind which will be made avail- 
ble to all advertisers. 


lewin Agency Expands 
A.W. Lewin Company has moved 


larger quarters at 11 Commerce 
treet, Newark. 


Best 
Liquor 


Outlets 


Au the best — and only the best 
tts are covered by LS & D. It's sent to the 
"sho buy for those outlets by the liquor 
‘lesalers in each trading area. There's no 
““work =the wholesalers know the active 
“ts and the buying authorities in them. 
“Federal surveys shows outlet controls 68% 


‘rand selection! Your schedule needs LS 


 Conover-Mast Corp., 205 East 42nd St., 
York City ; 333 N. Michigan Ave., Chicago. 


4 CONOVER-MAST PUBLICATION 


gest Lineage In The Liquor Field 


Curtis Advances Four 
Curtis Lighting, Chicago, has ad- 


vanced M. C. Wilt to vice-president | 


and general manager. G. T. Morrow 
as been named vice-president in 
charge of sales; H. J. Dillon vice- 


3 


president in charge of production, 


and L. N. West, secretary-treasurer. 


N. Y. Central Appoints 


Transportation Displays, New 
York, has been awarded exclusive 
car card sales representation for the 
New York Central System and its 
subsidiary, the West Shore Railroad. 


Dodge Ups Malcomson 

George W. Malcomson, 
regional manager for Dodge Broth- 
ers Corporation for two years, has 
been made assistant sales manager 
of the truck division. 


Chicago | 


Coming 
Conventions 


| Oct. 7-8. Boston Conference on 
Distribution, Hotel Statler. 


Oct. 14-15. Semi-annual meet- 
ing, Newspaper Advertising Execu- 
tives Association, Blackstone Hotel, 
Chicago. 


Oct. 14-16. Annual meeting, Life 
Advertisers Association, Hotel 
Washington, Washington, D. C. 


Oct. 15-16. Fall meeting, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 


Oct. 16. Annual meeting, Agri- 


cultural Publishers Association, Ho- 
tel Stevens, Chicago. 


Oct. 17-18. Annual meeting, 
Audit Bureau of Circulations, Stev- 
ens Hotel, Chicago. 


Oct. 23-26. Annual meeting, As- 
sociation of National Advertisers, 
The Greenbriar, White Sulphur 
Springs, W. Va. 

Oct. 24-25. Annual meeting, Pa- 
cific Council, American Association 
of Advertising Agencies, Del Monte, 
Cal. 

Oct. 28-30. Annual meeting, Life 
Insurance Sales Research Bureau, 
Edgewater Beach Hotel, Chicago. 

Oct. 28-30. Annual meeting, Na- 


tional Association of Independent 
Tire Dealers, Stevens Hotel, Chi- 
cago. 


37 
Oct. 28-30. Annual convention, 
Financial Advertisers Association, 


The Homestead, Hot Springs, Va. 


Galley Joins Schilling 

R. H. Galley, formerly 
groups advertising manager for 
Sprague Warner & Co., Chicago, has 
joined Frank C. Schilling Company, 
Green Bay, Wis., operator of the 
Cashway and Riteway voluntary 
stores, to do merchandising and ad- 
vertising work. 


retail 


Motor Improvements Now 
Purolator Products 


The name of Motor 
ments, Newark, N. J., maker of 
Purolator oil filters, has been 
changed to Purolator Products. Ait- 
kin-Kynett Company, Philadelphia, 
is the agency. 


Improve- 
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A National Exhibition sponsored by 
The Philadelphia Art Alliance, to: 
“Honor the tremendous recent 
strides made by Lithography as a 
commercial technique, and to fore- 
shadow its future development, 
technically and artistically.” 
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Meooses, colorful Lithography, conceived with intelligent in- 
genuity, developed in good taste, and produced by craftsmen 
imbued with pride of quality accomplishment 
factor, indeed, in our American way of living, thinking and 
doing. This current Upjohn Window Display is just such a factor. 


...@ dominant 


MD vies and arresting pictorial by Norman Rockwell (a sep- 
arate piece for permanent wall decoration), plus restrained 
but potent “sell” in copy and illustrations, make the complete 
ensemble just about everything a display should be to sell 
Upjohn products and support the prestige of an ethical concern. 


Consult FORBES Yor Creative Cooperation 


RBES. 


LITHOGRAPH CO. 


e BOSTON 
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FIC Head Calls 
Deceptive Copy 
Economic Waste 


White Sulphur Springs, W. Va., 
Oct. 1.—‘Deceptive advertising is 
economic waste,” declared E. L. 
Davis, chairman of the Federal 
Trade Commission, before the Na- 
tional Wholesale Druggists Associa- 
tion meeting here this week, “and 
in addition undermines the confi- 
dence of the public in the whole 
field of advertising.” 

Mr. Davis, explaining the work 
of the FTC with regard to adver- 
tisers, said that complaints origi- 
nated from three sources, a com- 
petitor, member of the buying 
public, or the FTC itself. The Radio 
and Periodical Division of the FTC 
scanned 315,949 advertisements dur- 
ing the past fiscal year, Commis- 
sioner David said, of which 24,104 
were noted for further investigation. 


Of 684,911 commercial radio broad- | 


casts, the Commission decided to act 
further on 22,556. 

The advertising field is an impor- 
tant contribution to 
business, but, Mr. Davis warned, the 


cooperation of advertisers in mak- | 


ing competition fair is necessary to 
continuation of fair trade prac- 
tices. 
jority of business men _ honestly 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


700,000 ABC GUARANTEED 


py RESULTS 
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p er 
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$20 to sell one 


competitive | 


He emphasized that the ma- | 


don’t want unfair practices within 
their business, and it is upon this 
theory that the FTC has adopted its 


procedure in eliminating unfair 
practices. 
Procedure Explained 
The policy of the FTC, as ex- 


plained by the Commissioner, is to 
maintain a free competitive econ- 
omy. Where violations occur, he 
said that the FTC tries to iron out 
the difficulty by entering into a stip- 
ulation with the offender. He em- 
phasized that no stipulation was 
signed when the businessman con- 
cerned expressed the slightest doubt 
of the truth of charges made by the 
Commission. If a stipulation isn’t 
signed a complaint is issued by the 
Commissioner and a specified time 
is «!'owed for the respondent to an- 
swer. After hearings are held the 
findings are released with an order 
to “cease and desist” from the al- 
leged practice. Mr. Davis stressed 
that all along the way the Commis- 
'sion tries to iron out the difficulty 
and allows every opportunity for the 
'respondent to present his side of the 
case. 

| Few cases, according to Mr. Davis, 
|get so far as the courts, and fewer 
|still end with a reversal of the 
'Commission’s original findings. Cit- 
ing Commission figures, he said 
ithat 22,038 cases investigated by 
the Commission from Jan. 1, 1933 to 
April 30, 1939 resulted in 127 being 
|reviewed by the courts, with 119 of 
these being decided in favor of the 


Commission and the remainder, with | 
several exceptions, being reversals | 


|due to technical considerations. 


Begin Vat 69 Drive 


| With sales for the first eight 


|months of this year running 38 per | 


cent above the same _ period 


last | 


year, Park & Tilford Import Cor- | 


poration, New York, has begun its 
fall campaign for Vat 69 Scotch 
whisky. In addition to weekly in- 


sertions in newspapers throughout | 


ithe country, Esquire, Fortune, Life 
j}and The New Yorker will be used. 
|Copy for the campaign, to continue 


until Christmas week, will feature | 


| Vat 69 as “No. 1 in Taste.” Charles 
|M. Storm Company, New York, is 
| the agency. 


Case Histories" 
WDZ received 1609 
$5 orders and = in- 
quiries for 


Belcher’s Guitar 
from fifty 15 min 
programs 

. 


WDZ received 9125 
replies to Household 
Magazine's Contest 
with 52 spot an- 
nouncements 


WDZ Covers a TRIPLE aoe 


URBAN-AGRICULTURAL-OIL PRODUCING 


SPOT Om THE Gan, 


Don't miss the prosperous triple 
market commanded by WDZ! 
In addition to WDZ’s rich agri- 
cultural area and the booming 
Southern Illinois oil fields, 
there’s a busy urban and in- 
dustrial area served by this 
lusty pioneer station—thorough 
coverage of Champaign-Urbana, 
Decatur, Danville, Bloomington, 
Terre Haute and dozens of 
smaller towns in this area. Hit 


this TRIPLE WDZ market! 
HOWARD H. WILSON COMPANY 


Spee ial Re presentatives 
Chicago Kansas City 
San Francisco 


WI? :::: 


New York 


e * WDOZ BROADCASTING COMPANY #& 


ADVERTISING AGE 


Getting Personal 


Alfred E. Colby, Pacific Mills prexy, is the latest recipient of the 
Goodrich Award of Merit. The honor was conferred at the New York 
World’s Fair in recognition of his contributions to the development 
of textile standards and the use of informative labeling. . . 


An occasional editorial lapse in this issue of ADVERTISING AGE 
might be attributed to the fact that it’s a boy at the Irwin Robinsons. 
It’s the managing editor’s first venture into the parental realm. Jeff- 
rey is the name. The event followed by just 10 days the arrival of a 
daughter at the home of Ed Thayer, of the AA sales staff. . . 


Some lucky guys really suc- 
ceed in getting away from it all. 
Take Albert Greenfield, a.m., Ray- 
gram Corp., for example. He’s 
sailed away to Haiti for a three- 
week vacation. . . If the Repub- 
licans have their way, the U. S. 
Senate next year will be graced 
by two advertising agency execu- 
tives. Following Paul Cornell’s 
nomination by the Connecticut 
GOP, Rep. Bruce Barton of BBDO 
was named the party candidate 
from New York... 

David Sarnoff, head of RCA, 
is the new president of the Eco- 
nomic Club of New York. . . His 
associate, Niles Trammell, NBC 
president, laughed along with the 
rest of a select gathering at the 
Waldorf when Lowell Thomas, in 
the course of being honored by 
fellow commentators on the 10th 
anniversary of his first newscast, 
called him “Miles.” The Sunoco 
news voice repeated the boner 
later in the show. . . 


SAILOR MAN 


Jim Dobyns, 
Lumbermens Mutual Casualty Company, 
and Mrs. Dobyns do a bit of sailing on 
the 30-footer of Larry Barr, Twentieth 
Century Press, Chicago. 


advertising manager of 


Getting from one place to an- 

other in France is a real problem these days, reports Osear J. Wile, 
v.p., Schenley Distillers Corp., who has returned from nine weeks in 
Europe. Finding a seat on the infrequent trains was out of the 
question, and he considered himself fortunate to have a suitcase on 
which he could sit. On one occasion, he was able to hire a truck to 
take him on a 36-mile jaunt which saved an eight-hour wait between 
trains... 


Paul A. Porter, Washington counsel for CBS, who has been on 
loan to NDAC, joined the hole-in-one club recently by sinking his 
200-yard tee shot... Frank M. Russell, NBC’s Washington v.p., mar- 
ried Phebe Gale, public relations director of Stations WRC and 
WMAL, NBC outlets in Washington. A galaxy of NBC brass hats 
witnessed the ceremonies. . . 


Hartzell Spence, who handles radio contacts, promotion and spe- 
cial service for the United Press, has writen a book to be published 
in a few weeks. It’s called “One Foot in Heaven,” and is a biography 
of his father, a former Methodist circuit rider. Warner Bros. has 
already purchased screen rights. . . 


A new 15,000-word book, “National Defense! How Can I Help?” 
has just reached the nation’s newsstands. Authors of the book are 
“An American Family,” in reality Verne E. Burnett, v.p. in charge of 
public relations of General Foods Corp., his wife, son and daughter. 
Hawley Publications, Inc., is the publisher, a quarter the price. . . 


Ernest Hoftyzer, adv. dir. for the Hearst papers in Boston, cap- 
tured the Boston Advertising Club’s major trophy with a net score 
of 64 at the club’s 10th annual golf tournament. Shedd Vandenberg, 
Boston manager of Life, won the Governor’s Cup. Hal McNamee, of 
Alley and Richards, Boston agency, was chairman of the event, as- 
sisted by Harold Cabot of the agency of that name; Alex Kennedy 
of the Boston Record-American; Metz Hayes, Liberty’s Boston rep, 
and Herb Stevens of Gilman, Nicoll & Ruthman... 


Robert J. Wentsel of Western Advertising Agency, Racine, Wis., 
has been named chairman of the general sales army division of the 
Community Chest campaign in that city. . . Ten two-hour classes 
for employed adults will be held this fall at the Arizona Vocational 
School, Phoenix, by J. Howard Pyle, program director of KTAR, 
Phoenix, on the subject, ‘Making Better Use of Radio Advertising.” . . 


Hugh Donnell, art director of W. I. Tracy, Inc., is holding a one- 
man showing of his oils of the Connecticut countryside, in Peacock 
Alley of the D. J. Read Company, Bridgeport. . . Jim Rahders, trade 
paper specialist for Knox Reeves, Minneapolis, has joined the 
navy and will start his first cruise Oct. 15 on the U.S.S. Wyoming. . . 
Addison Lewis, Minneapolis agency chief, made his debut as a play- 
wright with “Hot Oil and Henna,” a farce dealing with the beauty 
shop business, presented by the Old Log Theater, Minneapolis. . . 


A “chip off the old block” is Charles C. Johnson III, 21-year-old 
son of Charles C. Johnson Jr., manager of the creative department of 
Stafford-Lowdon Company, Fort Worth printer and_ lithographer 
and governor of the tenth district of the AFA. The elder Johnson 
was a lieutenant and flying instructor in the army air service in 
World War I. Now, young Johnson is a flying cadet in the U. S. 
Army Air Corps. . . 


Cupid and Stork Department: Julian Van Winkle Jr., v.p. and 
a.m. of Stitzel-Weller Distillery, Shively, Ky., will marry Kate Hardy 
of Louisville Nov. 2. .. Howard Kennedy, Ralph Bangert and Charles 
Mitchell, of Fuller & Smith & Ross, Cleveland, all have recently wed, 
Mr. Bangert taking for his bride Kathleen Gorman, also of the 
agency. And John Saltz and Tom McGill of the same agency re- 
cently announced the births of daughters while John Huebner re- 
vealed he was the proud daddy of a boy. . . 


Carroll Rheinstrem, v.p., Ward Wheelock Co., was tendered a 
testimonial dinner by his former True Story colleagues. O. J. Elder, 
ad chief of Macfadden Publications, presented Rheinstrom a wrist 
watch in token of the company’s appreciation for his years of service. 
Some 30 Macfadden executives turned out, among them Asa Blish, 
the guest of honor’s successor as a.m., James L. Mitchell, new East- 
ern mgr., and Harold Clark, prom. mgr... . 


Fred LeB. Foote, the flying space salesman, is going to leave 
Metropolitan Sunday Newspapers to devote all of his time to his first 
love. He will represent a plane manufacturer in New England. . . 


Related Selling $ 


Gets Call in 
New Arrow Drive 


New York, Oct. 3.—A contin, a- 
tion of the “related selling” theme. 
with special emphasis on the +e- 
tailer’s part in the program, \, jj) 
-mark the 1941 spring campaign »y 
Cluett, Peabody & Co. for its Arr »y 
shirts, ties, handkerchiefs and , n- 
_derwear, according to plans revea eq 
j}at a regional sales meeting, h re 
‘this week by George A. Phill og 
|advertising manager. 
| All Arrow products have b: en 
styled to form ensembles and ey ry 
‘shirt pattern will be shown \ th 
two complementary tie patte ns. 
While the theme of related sel! ng 
has been used in previous c: m- 
paigns, the company will mak a 
special effort in 1941 to carry he 
idea through to the point of | ile 
so that the retailer will benefit f: »m 
ithe styled ensembles and incre ise 
| his sales. 


Five feature shirt, tie, handker- 
‘chief and underwear ensembles wl! 
| be advertised monthly in Esquire, 
Life and The Saturday Evening 
| Post. In addition to these specia] 
| feature schedules, Cluett, Peabody 
will promote white shirts, fancy 
shirts, sport shirts and a special tie 
campaign in Collier’s, Esquire, Lib- 
erty, Life, The New Yorker and The 
Saturday Evening Post throughout 
the first six months of the yea: 

In line with its new emphasis on 
assistance to the retailer, the com- 
pany has prepared three different 
six-month campaigns to be used by 
| Arrow dealers to tie in with the 
/national promotion and important 
| spring selling dates. Spring display 
|sets, including one large window 
| card and three smaller display cards, 
|were exhibited at the meeting 
|Direct mail and other dealer helps 
| will also be distributed to retailer: 
Young & Rubicam is the agency 


Standard Brands 
‘Promotes Bascombe 


Claude A. Bascombe, formerly 
|assistant manager of the bakery 
sales department, has been named 
manager of the department of pub- 
|lie relations of Standard Brands, 
|Inc., New York. He succeeds Brooks 
| F. Smith, recently promoted to New 
| England division manager. 

Albert Pleus succeeds Mr. Bas- 
|combe, and A. R. Linn, formerly Mr 
|Pleus’ assistant, succeeds him as 

Philadelphia division bakery 
manager. 


| 
| Promote Five Features 


sales 


WE vere LOU 
-- we'd hire US! 


Men sometimes tell us that 
they aren't sure that their ad- 
vertising PAYS. They spread 
the advertisements that puzzle 
in front of both of us and say 
“Whassamatter Pop?” Usually 
such a series reminds of 4 
group of faithful brown so! 
diers without guns, not mad 
at anything, overweight, noth 
ing on their minds, always 
hungry, all alike, talking bar 
gains and price price price 
. . . « hopeful and hopeless 
Then. we sit while they read 
our book. It TELLS thing: 
@ about COPY, about our PLAS 
of advertising, about ov! 
SMALL newspaper ads for th 
EDIPHONE ... . tells how 
we'd make SMALL ads p# 
for YOU. Want to see it? 


OREN ARBOGUS! 
ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 
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DEALERS' MAN The “fashion in action” angle is the virgin wool content of fabrics ecutive authority for enforcement J J Devine Moves 
carried out by the use of movie stills marked on the label. of the measure. Virgin wool will “" ** e ae : 
showing a model, dressed in a Beginning with the Sept. 30 issue, be known simply as “wool” while ahd a z Fe nent 
‘i © “fs ‘ , ” s tr e arger 
woolen suit, in a variety of posi- insertions will appear in Life until Used wool fiber may be identified as quarters at 611 Steshenson bldg 
tions. June, 1941. “reprocessed” or “reused.” Charles J. Sheppard has ‘been ap- 
The styling, fitting and quality — - pointed manager of the office, suc- 
advantages of 100 per cent virgin WOOL LABEL BILL, PENDING Macfadden Changes Rates ceeding John-R. Devine, who has 
woolens are stressed in the copy to 25 YEARS, TO WHITE HOUSE been transferred to New York. 
conform to the pattern of buyer) washing ‘ - Effective with the January, 1941, Territory covered by the Detroit 
selirences. cince the Aver gurvey ashington, D. C., Oct. 2A issue, the Macfadden Detective office has been extended to include 
oh red tha 's ‘le, fi and ' ality wool labeling bill, legislation on Group has issued a new rate card, the northern Ohio cities of Akron, 
showe at style, fit and quality, which has been pending in Congress | announcing a reduction in guaran- Canton, Cleveland, Columbus and 
in the order named, are the three for 25 years, has gone to the White teed circulation and a corresponding Toledo. 
major factors which influence the House following acceptance of a reduction in rates. The rate for a a 
woman buyer of ready-to-wear gar- conference repor senate black and white page will be $800. 
porn Mir parca vit Vawne Names Waters 
ments. = The exact fiber content of all woolen —— . : 
An indication of the growing im- articles must be stated on the label. Names Ray-Hirsch Vawne Foundations, Inc., New 


“Mr. 


Turnstile,” 


created for 


Piggly | 
Wiggly Corporation by William Dunn | 
Studios, Atlanta, has developed quite a 
following among Piggly Wiggly opera- 
tors. His body is of standard shelving | 
design, stocked with merchandise, and 
his wardrobe is composed of various | 
products currently featured in Piggly | 
Wiggly promotions. The shirt front is 
always the latest issue of the organiza- | 
tion's house organ. 


‘Virgin Wool’ 
Mystifies Women; | 
Forstmann Acts — 


New York, Oct. 2.—Recognizing 
the increasing consumer demand for 
more definitive advertising, Forst- 
mann Woolen Company has begun | 
a campaign using copy that ex-| 
plains the difference between virgin 
wool and “all-wool” fabrics and | 
the style advantages of the former. 
The new series is also said to be 
the first fabric advertising to reveal 
virgin wool’s superiority. 

The campaign is based on the | 
results of a national consumer sur- 


vey, conducted by N. W. Ayer & 
Son, Forstmann agency, which 


showed that while 65 per cent of 
women consider 100 per cent virgin 
wool superior to other fabrics, very 
few can explain the reasons for 
their choice. Only 15.9 per cent 
actually knew the meaning of “100 
per cent virgin wool,” although 67.2 
per cent “thought” they did. 


Version of “All-Wool” 


To fill in this gap in consumer 
knowledge of fabrics, Forstmann 
copy explains that “all-wool” fab- 
rics may contain shoddy, that is, 
“reworked wools without flexibility | 
and life. These have short, broken | 
fibers that cannot long hold the fine 
lines of fashion in action.” Virgin | 
wool, which has never before been | 
used, is described as a “plastic and | 
lively fabric. The free, flowing | 
lines of fashion can be molded in 
to stay, since the material between 
the lines has substance and quality.” 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS | 
IN CHICAGO 


portance of informative labeling can 
be seen in another result of the 
survey to the effect that 87.1 per 
cent of the women interviewed want 


according to provisions of the bill, 
including percentages of new and 
reclaimed wool. The Federal Trade 
Commission has been made the ex- 


Lektrolite Corporation, New York, 
has appointed Ray-Hirsch Company, 
New York, to handle advertising 
of its flameless cigaret lighters. 


York, has named Norman D. Waters 
& Associates, New York, to direct 
advertising of its Wispese girdles 
Magazines and rotogravure sections 
will be used. 


Today's NEWS ie Loose leaf, binders 


You could get page strength in a binder before. You 


could get attractiveness. But your binder wasn’t /oose-leaf! 


THERE'S A SWING-O-RING 
LICENSEE IN YOUR AREA 


ALABAMA~— BIRMINGHAM 

Roberta & Son, Ine. 
ARKANSAS LITTLE Row kK 

Democrat Printing & Lithowraphing « 
ARIZONA—PHOENINX 

Arizona Trade Bindery 
CALIFORNIA-—LOS ANGELES 

Coast Envelope and Leather 

Products Co 


SA‘ RAMENTO 


Shake it. 


Today, Swing-O-Ring—the modern mechanical binding with loose-leaf 
features—brings you extraordinary page strength plus smartness. And at low 
cost! That's NEWS—good news for thousands of far-sighted business firms 
who want longer-lasting, better-looking catalogs, sales manuals, portfolios! 


How is this extra page strength obtained? Examine Swing-O-Ring. Note 
the multiplicity of rings. There's the answer! Pick up the book by any page. 
See how it holds in the book . 


.. how the multiplicity of rings 


e Amazing 
page strength! 


e Good looking! 


e Inexpensive! 


MICHIGAN DETROIT 
The Burkhardt Company 


NEBRASKA LINCOLN 
Woodruff Printing Company 
OMATIA 
Irvin A. Mediar Company 


NEW JERSEY NEWARK 
Hrown & Mekwan, Ine 
W. ¢. Horn Bro. & Co., 
RUTHERFORD 


The Garraway ¢ 


company 
NEW YORK. EEAVER FALLS 
Beaverite Products, tne 
NEW YORK 
Brewer-Cantelmo oo, Ine 
- ~ nzie Service Ine 
t Mechant *. Hinding Co, 
Rin TIESTER 
Wm. F. Zahrnodt and Son 
SAUGERTIES 


Inc. 


Saugerties Manufacturing Co., Ine, 
Silvius 1 Schoenbackle “CT 1 > ; i ; cart 9 ’ Swi OR: SYRACUSE 
gt ae ee protect it, prevent it from ripping or tearing. That's Swing-O-Ring page | oie 
The T. J. Cardoza Co., Lid rth o ate > stre . > page in ; inary NORTH CAROLINA RALEIGH 
COLORADO DENVER strength—600% greater than the strength of the same page in an ordinary TM CAROLINA RALEIGH 
Ve istler Stationery Co leaf ‘ ag! OHIO INCINNATI 
Conseereeet HARTFORD loose leat binder! Charles 'y Sterneberg 
‘limpton Manufacturing Company 9 e = . ° P . . CLEVELAND 
NEW HAVEN That's IMPORTANT—but Swing-O-Ring has other features that make it The Forest City Bookbinding Co 
T I Binde I 8 § The M 
he Peck Bindery ne : A ‘ : : 0 uel I r ane wer "he Binding Co. 
DIST. OF COLUMBIA— WASHINGTON distinctly new-type—make it the choice of all who see it. Here they are: OULANOMA~-OKLANOMA CITY 
eorge Simo 4 Compan Dewing Printing Company 
OSR8SS A ANTA . opens swiftly to any page, closes smoothly, locks securely PENNSYLVANIA 
ILLINOIS—« Mik AGo | . , c be ' il . f od oe es - id CLIF Ly Bey pt free Sy my tne 
lingsworth Mfg. Company . old pages can be easily removed, new ones inserte Pith nye th 
INDIANA INDIANAP OLIS : P . — i) Publishing Company 
C.T. Nankervis Company . Sheets lie flat and true—offering maximum visibility ata Bookbinding Company 
1OWA — MOINES A Stewart (Company 
L Ww ey & Sons Co. ne i . le “3 - 
KANSAS WICHITA . Comes in any length from 4” to 40 TENNESSEE KINGSPORT 
Met trong Co ° ° ° . a “3 hed "ress - 
LOUISIANA SRW ORLEANS ..can be obtained in many colors—contrasting or matching 2 <s - 
*rinting Co, = e NASHVILLE 
ae vehi ¢ Company . no waste, less weight for a salesman’s kit. Me(Quiddy Printing Company 
ch gigescays albcinge TEXAS DALLAS 
MARYLAND-—BALTIMORE . . . ° American Beauty Cover Comp 
Moore & Company, | You can use these Swing-O-Ring features profitably on your job! Ask your Hol STON ate 
eee ety tly BOSTON . a ee i w Cargill Co 
Hor, * pe & Company, Ine Printer to dummy up your next catalog or sales manual in Swing-O-Ring. UTAH SALT LAKE CITY 


Corporatior 
NG FIELD 
1 Printing & Binding Co 
WORCESTER 
J Wesby & Sons 


tins AS CITY 


SP "Ri 


mrsseuns. 


ms Lot ts 
National Cover and Mfg. ©o., Inc 


Ik 


on your business letterhead 
for Free Swing-O-Riog pocket 
notebook Also—yoer Printer will 
gladly supply » Swing-O-Ring 
domay for your oext job. 


Let us send you FREE a Swing-O-Ring pocket notebook. Write us today 
on your business letterhead. 


Swin g-O- Feing 


THE MODERN +> 4 LEAF MECHANICAL ais, 


oun haae INC. 


A division of The Fred Goat Co., Ine, 


318 Dean Street 


a 


Precision Engineers . 


Brooklyn, N.Y. 


. Established 1893 


Stevens and Wallia, Im 
VIRGINIA. RICHMOND 

Everett adidey Company, Ine 

LATTLE 

ornig. lin 
WISCONSIN MILWAUKEE 

The Heinn Company 
CANADA -TORONTY, 2 

The Luckett Ly 


WASHINGTON 
Jobnaon & 


Lid 


Representative Firms who use 
> * 
Swing a O- Ring 
American Can Co 
Cootioenal Ol! Co 
Frigedaire Sales Co General Electrm Co. 
Benjamin Moore Paint Co US Rebber Co. 
National Life & Accidem insurance Co. 
Schenley Dissiliers Corp 


The Barrert Compsay 
Joho Deere & Co. 
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October 7, 1949 


Promotion 
Review 


movie shows, Liberty analyzed the 
perils inherent in the Far Eastern 
situation, and provided a forum for 
the late Gen. William Mitchell in 
his unsuccessful fight to establish 
the air arm as a separate and fully 


Justification for the persistent 
campaign waged by Liberty for 
almost a decade to awaken an apa- 
thetic America to the dangers con- 
fronting it at home and abroad is 
found in “The Fight for Freedom,” 
a 17-minute sound movie just com- 
pleted and to be made available for 
showings before advertising clubs 
and other small and large groups 
of advertising men. 

In 1932, Liberty, the film shows, 
interviewed Hitler and charted his 
aims for a “Greater Germany,” re- 
gardless of the blight which that 
goal entailed for human freedom. 
Not long after, it ran an article by 
Mussolini, who outlined the objec- 
tives of Fascism, bringing equally 
grave dangers to constitutional gov- 
ernment. In succeeding years, the 


Sell » HOTELS 


witth 


THE HOTEL, MONTHLY 


Vumbea ABC and A 
Published by JOHN WILLY, Inc. CHICAGO 


autonomous branch of the service. 


—— 


HOW AGE GROUPS ARE CHANGING 


Uniteo States, 


Ges» 


GER vwores 


\It was Mitchell and Liberty which, 
‘exploring the potentialities of this 
/new weapon, emphasized the use of 
|parachute troops to demoralize 
|}enemy morale. 

Liberty’s unceasing and at times 
unpopular campaign to relight the 
torch of patriotism and of sacrifice 
is related by Perry Githens, of the 
magazine’s own staff. The back- 
ground is towering mountains, 
sweeping plains, fertile valleys and 
shimmering lakes, representing the 
United States; the flash of explod- 
ing bombs, the bodies of mutilated 
children, and the goose step of Ger- 
man legions, symbolizing Europe in 
flames. 

+ * ” 


Four years’ use of a brand new 
illustrative technique—at least it 
was brand new when the publica- 
tion started to use it—has developed 
a special character for the Wall 
Street Journal which makes “The 
Morning MUST of the Money 
Makers” recognizable on sight from 
a promotion § standpoint. People 


have been cutting out paper dolls 


NUMBER NINETEEN .. . of 


originate as well as the sk 
ourselves—the America 


More than that, within 


ART WORK 

BLOTTERS 

BOOKLETS 

BOX WRAPS 

BROADSIDES 

CALENDARS 

CATALOGS 

CHRISTMAS CARDS, TAGS 
& SEALS 

CIGAR BANDS & LABELS 

COLOR PHOTOGRAPHY 

COPY (Direct Mail & Editorial) 

DIRECT MAIL CAMPAIGNS 

DISPLAYS 

ELECTROTYPES 

ENGRAVINGS 


To those advertisers who realize “plain printin”™ is 
as antiquated as Aunt Fanny’s outdoor plumbing 
—and that today’s printer MUST have the talent to 


e Ours is a full organization incorporating every 
“tool” needed to design and produce quality selling 
helps—from ideas to inks, dummies to delivery. 


that happy balance of personnel that can lick the 
daylights out of that “special problem.” It’s been 
our job for 45 years. And, 

roblem ours . . . just as we have for a score of 
haves top American enterprises from East to West. 


OUR SERVICES INCLUDE 


a series - COMPLETENESS 


ill to ae ae present 
n Colortype Company. 


the organization we have 


we'd like to make YOUR 


FOLDERS 

GREETING CARDS 

HOUSE MAGAZINES 

JUVENILE BOOKS 

LABELS 

LETTERPRESS PRINTING 

MACYART (3rd Dimension Printing) 

MAIL ORDER COVERS, INSERTS, 
FLYERS 

MAGAZINE INSERTS & COVERS 

METAL SIGNS 

OFFSET PRINTING 

PAPER NOVELTIES 

PICTURE POST CARDS 

POSTERS 

WINDOW DISPLAYS 


SKILL TO PRODUCE 


N COLORTYPE COMPANY 


lof the publication, as well as a de- 


{8 to 1930 trom US. consus dote 
* 


1940 to 1980 estimoted by Thompson ond Wheipten 


PERCENT DISTRIBUTION OF TOTAL POPULATION BY AGE 


bay 20-44 


SRE 2 FOR oe en Boe oe 


ie 5] wo 
1650 1860 | 1870 1880 1890) 1900 1910s 1920s 1950 1985) 1940 1950 1960S 1970 


1935 estimated in Stotistical Bureau, Metrepeliten Life inswrence Compeny 


1850 ro 1980 * 


Wee 


C65 ano oven 


adults, and the future possibility 


This Metropolitan Life Insurance Company chart, reproduced by Newsweek, 
demonstrates the change-over of America from a land of youth to a land of 


of this being a land of oldsters. 


August Linage in 
Advertising Press 
Increases 18.2% 


Chicago, Oct. 2.—Promotion; 
advertising carried in the adverti: 
ing press during August increase 
18.2 per cent over July, accordir 
to a report released here today. 

Six publications in the adverti: 
ing field are included in this tab; 
lation, which shows a total of 194 
264 lines for August compared wi: 
164,318 lines for the  precedir 
month, a gain of 29,946 lines. 

Compared with August, 193 
when 183,134 lines were carried 
the measured publications, the cu 
rent month shows an increase 
11,130 lines or 6.1 per cent. 

Newspapers led in the amount ©‘ 
space used with 45,906 lines or 23 6 
per cent of the total. Radio ws 
close behind with 43,036 lines o; 
22.2 per cent of the total, followed 
by magazines with 31,556 lines or 
16.3 per cent. Other important 


for centuries, but the Wall Street 
Journal was apparently the first to 
cut them out purposefully, consist- 
ently and skilfully enough to war- 
rant their use as story-telling illus- 
trative material over a period of 
four years. Constant use of illus- 
trations which use paper cutouts as 
a base in business paper advertising, 
mailings and other ways has made 
them an unmistakable “trademark” 


light to the beholder on their own 
account. One of the most ambitious 
of the cutouts, but not necessarily 
the most difficult to execute, ap- 
peared in the Journal’s advertising 
in 1938, and showed 14 separate 
figures in a line of artists, stenogra- 
|phers, messenger boys and what- | 
have-you waiting for their minute 
of conversation with a super-busy 
account executive. 
aK aK a 


attention to its Building for Defense 
issue, Oct. 24, with a red, white and | 


defense machine. Photographs of | 
various projects decorate the left | 
hand pages, with the story of the | 
| program, the publication’s editorial | 
|coverage of it, and plans for the | 
‘special issue following through 

| * * * 

| In “What Do You Want for| 
Christmas? . . . and How to Get It,” | 
The New Yorker is pushing its pre- 
holiday issues with the warning 
that now is the time for all good 
/advertisers to concentrate on Christ- 
mas. Illustrations are in dark red, 
and type in blue on white stock. In 
the center spread, large alphabet 
|letters designate some of the gift 
wares that have been sold through 
|New Yorker columns in past pre- 
| Yule issues. 


* * & 


| “The Past 7 Years” is the title of 
'an American Home booklet full of 
| figures which provide an inventory 
of the gain in buying power, home 
{construction and other indices of 
America’s living standard, 1933- 
| 1939. All of this backs up the theme 
of the publication’s new promotional 
campaign which dramatizes this 
progress and brings home the point 
that “. . . in the same seven years 
The American Home has carved out 
a circulation of two million fami- 
| lies.” 
* * * 

That well-known old gentleman, 
Mr. Confucius, walks through the 
pages of “A Picture Story,” by O. 
| Soglow, this time saying nothing. 
He collects a crowd of the curious, 
though, because he wears a smug 
expression and carries a bundle of 
skyrockets. He solemnly touches 
off these fireworks, and the last 
picture shows the crowd delighted 
to see that they have formed the 
message, “New car buyers pay most 
attention to advertising in the Post.” 
} * * * 
| The Oregon Newspaper Publish- 
ers Association has done an inter- 
esting job of clarification of the 
Oregon liquor advertising rules. 
Issued in file-folder style, the mate- 


regulation, effective September 1, 
and follows up with pencil sketches 
of layouts showing how various 
copy appeals can be made accept- 
able to the Oregon Liquor Control 
Commission, as well as ways in 
which the same themes are not per- 
missible. 


Two Name Sneider 
Goldsmith Bros., New York, has 
appointed A. M. Sneider & Co., New 
York, to direct advertising of its 
Shur-Tite handbags in fashion mag- 
azines, business papers and direct 
mail. Vita Fresh Dog Food Cor- 
poration, Astoria, L. L., 
appointed the agency. 


be used 


Friskies on Air 


Albers’ Brothers 


Wasey & Co. is the agency. 


2 s Milling Com- | 
F : = = alls |Pany, Seattle, for its Friskies Do 
Engineering News-Record calls | Food, will sponsor the ‘Adventuees 
of Dr. Hunt” over stations of the 
| Columbia Pacific network on Sun- 
blue brochure whose cover shows | days from 4:30 to 4:45 p. m. effec- 
Uncle Sam at the throttle of the | tive Sept. 29 to Dec. 8, 1940. Erwin, | 


classifications and the amount of 
linage used by each were: 

Advertising production, 16,338 
lines or 8.4 per cent; business p:- 
pers, 15,764 lines or 8.1 per cent: 
paper, 9,114 lines or 4.7 per cent: 
farm papers, 7,126 lines or 3.7 per 
cent; and advertising agencies, 6.- 
664 lines or 3.4 per cent. 

Publications on which this tabu- 
lation is based and the promotion 
linage carried by each in August 
are as follows: 


Lines 

ADVERTISING AGE (W)........ 74,998 
Advertising & Selling (bw) . .22,778 

| Printers’ Ink (w)........... 32,284 

has also | Printers’ Ink Monthly........11,200 


' Sports and | Sales Management (sm)..... 30,716 
dog magazines and direct mail will | Tide (sm) 


1 \00's—22¢ 


“ 

yocet 5 

i. REPRODUCTION 
$2.63 dd 


“BALANCING 
Wit ECONON 203A 
& 5o0—8'/2*!' VA Sines ——e FOLDERS 
: BO’ 8 ‘ Selesmer 
VEAL ror iter nn hon FREE MAI 


“LAURE 


NUAL 
PROCESS COMPANY Walker 
480 Canal St. N.Y. C 5-0526 


| rial includes the text of the amended 


market alone, the half that buys 
the most of the advertised 


products sold here. 


Women? The New York Times 
reaches one of the largest markets 
of women reached by any news- 
paper anywhere—221,840 on 
weekdays, 414,180 on Sundays in 


the Profit Half of the New York 
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A life-size cutout in color, this new dis- 
play for Kroehler Mfg. Company con- 
tains a pocket enabling four cards to be 
interchanged. Morgan Litho Corpora- 
tion produced the display through Henri, 
Hurst & McDonald, Kroehler agency. 


Texaco Returns 
to Newspapers 
on East Coast 


New York, Oct. 3.—Marking the 
first use of newspapers for a major 
campaign in some time, Texas Cor- 
poration began today a drive in 
about 75 papers along the Eastern 
seaboard. Copy is notable in that it 
avoids strong claims which have 
marked recent campaigns for lead- 
ing brands. 

Texaco Fire-Chief, a _ regular- 
priced fuel, will be promoted in| 
most of the campaign. Sky-Chief, a 
premium gas, will be featured in 
about one-third of the insertions, 
and a few will be devoted to sug- 
gesting a seasonal change of motor 
oil. Papers on the schedule range 
from North Carolina to New Eng- 
land. 

The opening insertion, for Fire- 
Chief, pictured a baseball umpire 
with upraised thumb, | hollering | 
“OUT!” Copy under a_ headline 
declaring, “it’s what we take OUT | 
that makes this a great gasoline,” | 
defined Fire-Chief as the “stripped- | 
for-action” gas. Seven-column space | 
was used. 

Insertions devoted to Sky-Chief | 
will play up a “mileage bonus.” A | 
typical insertion will picture a girl | 
saying “your registered rest rooms 
brought me in, but your mileage 
bonus brought me back.” 

Fire-Chief copy also included the | 
assertion that the gas is “OK’d by 
big buyers.”” The U. S. Government, 
Army and Navy are mentioned as 
Texaco customers. A few lines are 
also devoted to promoting the new 
Texaco Star Theater radio show, 
launched over the Columbia Broad- 
casting System last night with Fred 
Allen as the star. 

Newell-Emmett Company is the 
agency. 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place) 
Chicago, Illinois 
Delaware 3244 


Predict Flood 
of Advertising 
for Sperti Lamp 


(Continued from Page 1) 


ing out of the natural moisture 
content of the meat causes losses 
in weight that are further increased 
by the resultant trimming of the 
dry, shrunken, outer surfaces. 

The Spertified Process strikes at 
the source of these evils. The sur- 
face bacteria that grow into mold 
and slime are no longer slowed up, 
but actually destroyed. 


| Bacteria accumulate and grow on 


| the surface of meats in the packing 
| house, en route to the meat mar- 
ket and while in the cooler itself, 
for air-borne bacteria can enter 
with each opening of the door to 
the cooler. It is essential that these 
harmful bacteria be destroyed be- 
fore they get an opportunity to 
start growth into mold, slime and 
|spoilage. The Sperti mercury vapor 
| tubes select the several wave bands 
of ultra-violet rays that destroy 
bacteria without affecting the 
natural qualities of the meat. Ultra- 
violet rays traveling in straight 
lines must strike the bacteria to 
destroy it and the compact efficiency 
of the Sperti tube permits its place- 


ment, to give this complete irradia- | 


ition. At the same time the air is 


continually sterilized, minimizing 
further contamination. 

In his original research of ultra- 
violet rays, which in reality are 
vitamin D, Dr. Sperti found that 
after the rays reached a certain 
point the curve decreased and there 
was a loss of vitamins. His lamp 
corrects this and makes it possible 
to project vitamin D in a straight 
line. 


Storage Is Simplified 


The sterilizing effect of the Sper- 
tifier is manifested by the absence 
of odors in the cooler. Meat, butter, 
fruit, vegetables, and other products 


may be stored together without 
fear of cross-contamination. 

| With surface bacteria destroyed, 
|temperatures in the cooler can be 


|raised without fear of spoilage. By 
raising the temperature and humid- 
ity, dehydration is reduced and 
natural juices are retained within 
ithe meat. Normally the tempera- 
ture can be gradually raised two or 
| three degrees per week, to as much 
las ten degrees. 
Tenderize Own Meat 

Many previous processes have in- 
volved costs far beyond the reach 
of individual dealers. The Sperti- 
fier, sold at low cost, makes it pos- 
sible for each user to tenderize 
meat in his own cooler in one-third 
to one-half the time formerly neces- 
sary. The dealer need not confine 
his purchases to one supplier but 
can himself control this tenderizing 
operation and adapt it to his own 
needs. 


ak 


the JOURNAL : F [RST 


FIRST IN NEWS... When it's past midnight 
in Europe The Journal's presses are rolling, 
bringing daily Journal readers all the news of 
the world the same day it happens! . . because 
afternoon newspapers on the Pacific Coast 
have a natural time advantage. 


FIRST IN CIRCULATION ... The Journal is 


ack 


DAILY 


YS 
JOURNAL 


* Media Records 


March 31, 1940. 


TOTAL PAID CIRCULATION 


140,570" 


Portland City and Retail 


Trading Zone Circulation 
(Oregon’s Only Major Market) 


105,725" 


62. 
sale 


181 8 monibs 1940. 
** ABC Audit Reports 


entire Pacific Northwest. 


the largest daily newspaper ever published in 
the state of Oregon — largest, in fact, in the 


.. because readers 


prefer, ‘Today's News Today!” 
FIRST IN ADVERTISING... Media Records 


reveal that the daily Journal is first in local, 
general and total advertising again in 1940* 


... because plus circulation 


means plus buying 


power ~—results for advertisers. 


The JOURNAL 


PORTLAND, 


REYNOLDS- FITZGERALD, Inc, — National Representatives 


New York, Chicago, Philadelphia, Detroit, San Francisco, Los Angeles, Seattle 
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115 Stations 
Carry Program 
for Feen-a-mint 


New York, Oct. 2. 
ratories, Inc., 


or 


Mutual 
behalf of 
gum, the new quiz show is aired | 
Sunday from 6 to 6:30 p. m. 
liam Esty & Co. is the agency 


NBC. 
been | shifted 


p. 


“Hymns of All 
“Betty Crocker,” 
Red and Blue network, have been 
shifted from 2:45 to 2 p. m. 
ett-Sample-Hummert is in charge. 


Regional Broadcasters Association | 
has launched 
News,” 
son. 
is broadcast Sunday from 8:45 to| 
9 p. m. over MBS. 
association will 
Thompson in a 
gram, for which the starting date 
has not yet been announced, over 
the Blue network of the National 
Broadcasting Company. 


General Mills, Inc., 
the time of three of the 
teen-minute serials sponsored on 


at a . 2 aa” ne. | news program featuring 
aight of the World” has Kennedy on the NBC Blue network 


from Sept. 30 to Oct. 7 


White Labo- 
has launched “Double | 
Nothing” on 115 stations of the | 
Broadcasting System. On | 


Feen-a-mint, laxative | 


Wil- | 
RBA Uses Personalities 


“Personalities in the 
featuring Dorothy Thomp- 
Sponsored locally, the program 


The cooperative 
sponsor Miss 
second news pro- 


Tr ee 4 


Shifts Three Serials 


| cn TD ce a a 


This photograph was taken at the third annual meeting of the First Advertising Agency Group in St. Louis. 
and fifth from the left, are Melvin Hall, 
Lee Donnelley, Lee Donnelley Company, 


FIRST ADVERTISING AGENCY GROUP HOLDS MEETING 


_.._.»_.ll 


eet 


~ 


| 
ERT | 


First Agency Group 


Discusses Tested 
Selling Methods 


St. Louis, Oct. 1—Eighteen p 


|cipals and executives of the F va 


Advertising Agency Group’s 2}. 
member agencies participated in the 
group’s annual meeting here |,st 
weekend, with nearly the entire 
program being devoted to the pr 
entation of tested methods for se}}- 
ing new business and developing 
old accounts. Emphasis was placed 
on the “tested” qualifications of 


| material advanced for study, the 


major qualifications of earh 


;agency’s contribution being “Dic jt 


| 


Seated, fourth 


Melvin F. Hall Advertising Agency, Buffalo, secretary-treasurer of the group; and 


Cleveland, president. 
pany, St. Louis, vice-president. 


Standing, second from left, is Norman Lewis, Ridgway Com- 


work?” Theorizing and generali! es 
were ruled out. 
Contributing to the basic pur; 


e 
\of the meeting, that of enab! ng 
each F.A.A.G. e 


agency to iners 

its effectiveness in selling its se v- 
ices to clients, each agency }e- 
sented to the program a tested s«|]- 


'ing method or strategy of its own, 


has changed 


daily fif- changed the starting 


from 2 to = 2:45 
m., on the Red network, and 
Churches” and 


aired over a split ‘ : 
General 


casting System 


HUNTING & FISHING 
NATIONAL SPORTSMAN fixes 


Girl Interne,” in 
France, Satina and 


the agency. 
Chats,” 


700,000 ABC GUARANTEED 


py ResuLts 

7 Reaches ; 

series No ? car buyers a 
SELLS thousand a 
MORE rs tnan On 
CARS 


for . 
~— A13 AN, Inc: General Mills, Inc., 
> 


NATIONAL 43|“By Kathleen 
Sept. 30. Under the 


measured 


directs the 


Change Nash Date 
Nash-Kelvinator Corporation has 


Serials for General Foods 


Foods Corporation 
Black. renewed two of its daily, quarter- 
hour serials on the Columbia Broad- 
“Joyce 
behalf 


|continue to be heard ; 
Young & Rubicam 
Kate Smith’s “ 
for Calumet baking powder 
|and Diamond Crystal salt, continues 
more | over 69 stations at 120 ‘clock. | 
| ton & Bowles is the agency for 
Diamond salt and Young & Rubicam 
Calumet advertising 
General Mills Renews 


has renewed 
Norris,” 
new contract, 
the daily serial will be aired from | 


Represented 


JACK BENNY CHARLIE McCARTHY ‘“FIBBER MecGEE & MOLLY” 
“KRAFT MUSIC HALL" BOB HOPE “ONE MAN'S FAMILY” 
KAY “INFORMATION PLEASE” “FITCH BAND WAGON” 
E CANTOR BURNS& ALLEN “THE A ICH FAMILY” 
= LEC TEMPLETON 
“NATIONAL BARN DANCE" “CITIES SER HOUR" “DR.1Q" 
“VOICE OF FIRESTONE” H. V. KALTE N RICHARD HIMBER 


FRED WARING “SHOW BOAT" “ESSO NEWS" and NUMEROUS 
OTHER FINE SHOWS 


NEWS OF 1940" RUDY VAL 


which brings 


the Nation’s leading 
programs (NBC-RED) 


8l2 million listeners 
in 
America’s 3rd Market 


WESTINGHOUSE 


~—_ in PHILADELPHIA" 


ge sROADCASTING ¢ co 


(turn “Confidentially Yours” 


10 to 10:15 a.m., instead of at 5 
p.m. as formerly, over 41 CBS sta- 
tions. Knox Reeves is the agency. 
Phillips Continues Two 
Charles H. Phillips 
las” and “Lorenzo Jones,” effective 
Sept. 23, both daily serials heard 
over the NBC Red network. “Stella 
Dallas,’ for milk of magnesia, is 
aired from 4:15 to 4:30 p.m., and | 
has added three stations, making a 
total of 51. The network for “Lo- 
renzo Jones,” heard from 4:30 to 
4:45 p.m. for magnesia tablets, has 
also been increased to 52 stations. 
Blackett-Sample-Hummert directs 
the account. 
“Shadow” Back 
Delaware, Lackawanna & West- 
ern Coal Company will return “The 
Shadow” to MBS after a summer 
hiatus. The program is aired Sun- 
day from 5:30 to 6 p.m. over 21 
stations. Ruthrauff & Ryan is the 
agency. 
Richfield Returns 
Richfield Oil Company will re- 
to the 
air, beginning Oct. 1. Featuring 
cast Tuesday, Thursday and Satur- 
day from 7:30 to 7:45 p.m. over 19 
MBS stations. 
Co. is the agency. 
Pet Milk Continues 
Pet Milk Sales Corporation has 
renewed “Saturday Night Sere- 
nade.” The musical program is 
aired Saturday from 9:45 to 10:15 
p.m. for evaporated milk over 54 
CBS stations. Gardner Advertising 
Company has the account. 
Drama for Camels 
R. J. Reynolds Tobacco Com- 
pany has renewed “Blondie,” 
weekly dramatic series heard in be- 
half of Camel cigarets and Prince 
Albert smoking tobacco. The pro- 
gram is heard Monday from 7:30 to 
8 p.m. over 59 CBS stations. Wil- 
liam Esty & Co. is the agency. 
Watkins Adds Stations 
R. L. Watkins Company has re- 
newed “Backstage Wife,” effective 
Sept. 23. 
tal network of 56 stations, 18 new 
stations have been added for the 
daily serial which is heard from 4 
to 4:15 p.m. for Dr. Lyon's tooth 
powder. Blackett-Sample-Hummert 
is the agency. 
Bayer Net Enlarged 
Bayer Company has _ renewed 
“Young Widder Brown,” effective 
Sept. 23. Heard daily from 4:45 to 
5 p.m. for Bayer aspirin, the net- 
work for the serial has been in- 
creased to 51 stations. Blackett- 
Sample-Hummert has the account. 
Lanny Ross Goes Daily 
Beginning Sept. 


| During the summer, 
rane three times a week, and the 
expansion represents a return to his 
original schedule. He is heard in 
behalf of Franco-American  spa- 
ighetti and macaroni over 56 CBS 


Arthur Hale, the program is broad- | 


Cary Heads Wisconsin 
Classified Managers 


The Wisconsin Classified Adver- | 
tising Managers’ Association at its | 


Chemical |annual convention Sept. 29 and 30 
Company has renewed “Stella Dal- |at the Kenosha Country Club re- 
named P. A. Cary, 


classified man- 


ager of the Madison newspapers, 
land George T. Westrich, Racine 


Journal-Times, 
retary-treasurer, 


president and sec- 
respectively. 
Miss Viola Lipman, classified ad- 


vertising manager of the Janesville 


Gazette, was 


presented with a 
plaque by the Association of News- 
paper Classified Advertising Man- 


agers for the development of farm 
advertising in her newspaper. 


Terre 


Sherman K. Ellis & | 


| 
| 
| 


Giving the program a to- | 


Keifer Succeeds Father 
Louis F. Keifer, treasurer of the 
Haute Tribune-Star Publish- 
ing Company, has been named vice- 
president and general manager to 
succeed his father, the late Andrew 
C. Keifer. Cyrus Hunt has been 
made treasurer and assistant secre- 
tary and Frank Shannon, advertis- 
ing manager, has been made a 
director. Crawford F. Failey is 
president and F. Burch Ijams will 
continue as secretary of the firm. 


“Characteristic of the group was 


the complete lack of restraint with 
which the members ‘let down thei; 


|hair’ and discussed their pet sc|ll- 


ing methods with one anoth 
commented Lambert Smith, of 
Smith, Hoffman & Smith, Pitts- 


|} burgh, who served as general chair- 


man. 
Plans for developing an extended 


/cooperation between the member 


agencies were also discussed, with 
a view to developing an increased 
national service available to all 
members. 

Reports presented by 13 agencies 
based on surveys of major market- 
ing areas indicated that prospects 
for advertising increases in_ the 
future are excellent, and that pros- 
pects are particularly bright in the 
heavy goods, building, automotive 
and related industries. 

Lee Donnelley, the Lee Donnelley 
Company, Cleveland, was re-elected 
president for the third successive 
term. Norman Lewis, the Ridgway 
Company, Inc., St. Louis, was named 
vice-president, and Melvin F. Hall, 
Melvin F. Hall Advertising Agency, 
Buffalo, secretary-treasurer. 
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Into the rich Mother-He 
presentation of your pre 
tered nurse. 


Here is LOO” 


representi 


market, in six leading ci 


Advertising Agencies wi 


Let us send complete it 


30, Campbell | 
Soup Company will present Lanny | 
|Ross daily from 7:15 to 7:30 p.m. | 
Ross has been | 


— | stations through Ruthrauff & Ryan. | 


Write 


data on requst. 


Orig inators of TH E C - A D 


457 N. KINGSHIGHWAY 


YOUR PRODUCT 


selective 
sampling campaign at a cost remarkably low. 
the field survey work w 


mediately effective sales promotional plan. Full 


5” Cradle (on Service, Sine. 


Ready Response / 


ome market you go when 
duct is made by a regis- 
ng Cradle Car Service. 
coverage of a specific 


ties. Here is a high clas- 


ll be vitally interested in 
hich Cradle Car offers. 


formation about this im- 


to 


LE CAR NURSE 
ST. LOUIS, MO. 
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| SOUTHERN BELLE Networks Gain 
) ew train Plus | 
- ih bay Per Cent 
hverising Wins in September 
New York, Oct. 2.—Launching 
| for K C Southern | the fall season on a high note, 
. . combined billings of the three na- 
. ; 9 tional radio networks in September 
: | Kansas City, Mo., Oct. 2.—Sup- totaled $7,271,690 to register an 
, porting ° — promotion plan | ® (increase of 19.4 per cent over the 
pon : spot newspaper Bag Fences same 1939 month when the figure 
advertising campaign, the Kansas was $6,089,028. 
. The rates for this department are as follows: itv Southern- isiana ; *kan- a 
, “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and Cit Southe . Louisiana and Arkan | For the first nine months of 1939, 
“Representatives Available,” 30 cents a line, minimum charge $1. ‘Terms S&S Railway Lines attracted nearly dollar volume amounted to $68,299,- 
cash W order. sien ET a oe 
f All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 90,000 pareune to its new stream 063. This represented a gain of 16.1 
$4.75 per inch. lined aluminum train, “Southern - per cent over billings of $58,936,- 
Belle,” on its exhibition tour Aug. 880 for the same 1939 period and 
' POSITIONS WANTED HELP WANTED 26-Sept. 2, Matt Connelly, ae | |confirmed earlier indications that 
- Sates Guantion ii “a ing and publicity director, declares. | 1940 will establish a new record for 
: Experienced in distribution of con- ; MANY THANKS Prior to the exhibition trip the network volume 
sumer products. Knows advertising| . Agencies and Advertisers Se ate | . : 
€ and merchandising thoroughly. A Spe have “ene our + ee eae railroad conducted charm contests National Broadcasting Company’s 
rood executive. > Cs sell, Age 37;| happy one. our confidence in us wi So hea ajior cities < ia om . | 7 . ic sans : ' i Ae 
g good executive. He can sell. Age 37;/ assure our continued success, Both |#2 the major cities along its route, September _ billings aggregated 
e an es. , . , ae ae ee = ex- | and took the winners to New Or- $3,879,779, a gain of 17.0 per cent 
: ‘ ; -ERTISING AGE. N. y_| pressee 1eir appreciation or our ane aw trai . inal | ome » eQ¢ . “= a 
i gox 3144, ADVERTISING AGE, N. Y.| Pir, cus. efficient. service which |2eans on the new train for the final | over the $3,315,307 of September, 
‘RTISIN 7 is most appreciated. contest Aug. 24. Margaret Landry 1939. Columbia Broadcasting Sys- 
0 " ee ro gt ars’ Sinclair-Masterson Personnel | f New Orleans was selected as the : : 9 <i 
- ican a - how honat ro exee rien ‘ in| 120 S. LaSalle St. STA 0920 Chicago Of NCW ricans was selected as the tem billed $3,108,448, 21.7 per cent 
nique comprehensive € ence a ey ery —— - = . : ® y mi “ne 
" ist Satin. netemlite wade Specializing in all types of Adv. | typical Southern Pelle and her pic- greater than the $2,563,132 of a 
Ts and export sales promotion. Now Positions ture is to be used on the nameplates | year ago. Mutual Broadcasting Sys- 
“ sniploye but wants connection Where — » Are Sarit re 4 % : « 
h hi seasoned ability can be utilized to OUTDOOR SALESMAN WANTED of the train, the first living person |tem’s time sales were $283,463, a 
aximum mutual benefit. Coll, grad.| A producer with a sales record: Paint, ) so honored. . raj 7 “] > re "er . 
“ Box 3143, ADVERTISING AGE, Chgo.| 24-sheet Posters, Commercial. _ he aun a aiiideaati idiiiliailial to on tll soe etony the 
I~ eg coos | rROW BRIDGE Ot TDOOR ADVER- ati ‘id bli sity it _— the Margaret Landry of Baton Rouge, < a 9 scored in § epte mber, 1939. 
OHANDISER—W ANTS TO DO AN! 86-88 Frelinghuysen Ave., NALON-WIGE PUBACHY, I Was Ene | chosen Miss Southern Belle as the Kansas or the aoe months, NBC rolled 
of EVEN BETTER A young sales | Newark, N. J. well-planned and well-timed “on! City Southern introduces a new stream- | UP Sales of $36,008,355, 10.8 per cent 
5. executive 39 well knows = A dh am looking for a real man who can | exhibition” ads that had a large] jiner of the name, with C. P. Couch, | above the 1939 figure of $32,510,369. 
‘ood Business—doing an outstanding | re; , se ‘ wis swspabDer . : . p . . 
r job during the last 17 years—knows | Slade’ aL IRE. io yn ge oe! part in attracting the spectators to president of the railroad. CBS increased its billing from $24,- 
intimately ev ery market east of the advertisers ABC 54,266—you don’t. ihe train on its exhibition run from | 169,694 to $29,512,875, for a gain of 
focKkies ane many wes especially have to be Je st onl é roo "O- — elas - ¢ — Vita, » | : : . . . 
d familiar with voluntary, corporate, ducer no salary until a. a eee New Orleans to Kansas City, Mr. | erated in working out the details of |22.1 per cent. MBS gained from 
er und local chains, live jobbers, and Key | you can do it—then something worth-|Connelly says. The girls who|the plan $2,256,817 to $2,777,833, for an in- 
direct buyers—having successfully while. If you live in the past, don't ~ , | pian. p. ’ 
th trained salesmen—is NOT satisfied to| apply. If you want a future, address | ©Mtered the charm contest finals,| The new streamliner is being | crease of 23.1 per cent. 
ed continue directing a large sales force | Box $146, ADVERTISING AGE, N. Y.| together with Miss Southern Belle, | operated between Kansas City and 
Sige Page ey COPY AND CREATIVE MAN wanted ace yanie » train on the trip, Sag er arias 
ill to do an even better job of Sales| py an Onio ageney. Outline experi- ccompanied the train on the tri New Orleans. 


Managing for a live-wire organiza- 


et Create merchandising pro- ence, Salary required and send photo and this fact was prominently men- | - _— — : 
es aun Gnd thea bettie tham thre in first letter, Address tioned in the “on exhibition adver- Ss nford . A jam 
i> melee : el Box 3150, ADVERTISING AGE, Chego. anior Joins yer 


t- in the success. earn- isi ” 
; ing a good salary, but is interested et i aippemectucee of aenatl Seater tising Herbert C. Sanford, since 1928 we get te —_ Seed a 
US in licking a Knotty sales problem | 500@S, Dillfolds, Key cases, dressing ; . ant aoe pe offers advertisers an annua 
he with a wider outlook. One that can| cases, ete, sold thru department, Advertising Offers Opportunity | with Batten, Barton, Durstine & 
lead to advancement when the work)! drug, jewelry and luggage stores, a ; é Osborn, New York, has joined N. W. HUNDRED MILLION DOLLAR MARKET 
)S- is done. nationally known and advertised line, “The result of this kind of pro- | Ayer & Son, New York. as assistant 
he 3ox 3147, ADVERTISING AGE, Chgo.| Needs the services of a young man : 


. P : ° . H . thro h FOV ) 
experienced in sales promotion and | Motion is conclusive proof that rail-|to H. L. McClinton, vice-president callers who coll ceed pg ony A B- 
ve EFFICIENT SECRETARY LOOKING | ™#rketing work, to work with agency |roads have a fine opportunity to|in charge of radio production. and agricultural items to 41,000,000 farmer 
FOR A BUSY EXECUTIVE—Will | #"d assist sales manager, Exe ellent devel assenger business ti i 5} | i and suburbanite customers. 
guarantee to relieve him of those irk- | CPPortunity Give full information | Gevelop passenger business Wirough : We will gladly give you an analysis of this 
some details and to execute his as- and salary ideas in first letter. Inter- | well-planned advertising,” Mr. Con- Miller to Ferro Enamel field as it applies to your business. 


ed signments with speed and accuracy. arranged 


QUALIFICATIONS? Excellent pub-| Bex 3151, ADVERTISING AGE, Chgo nelly asserted. “It is our plan to - L. Rom Pe — —— the 
ive lishing and advertising background, ss aaa eRe a continue our organized advertising | ittsburgh ate Glass ompany, 
ay @ rapid stenographer and the ability to REPRESENTATIVES AVAILABLE . Z . 


7 re . Hin. 2 - Milwaukee, has been appointed head 
| doa job without the customary “mil-| PUBLISHER'S REPRESENTATIVE— efforts, using the “Miss Southern |} 


’ | > astic: sio > Publi: ) ‘ri 
to have had four years experience and| man, wide acquaintance, N.Y.C Of- , vas - Foe | enue ‘ . - . Jackson Blvd. icaqo, Ill. 
all, young enough to be willing to grasp| tice wants Eastern representation of | | In addition to the local Miss land. 9 
cy, new ideas. leading publication, commission basis. Southern Belle contest winners, the | 
Box 3149, ADVERTISING AGE, Chgo. | Box 3148, ADVERTISING AGE, N. Y 


KCS-L&A Lines took representa- 


— tives from practically all of the 
= Dictograph to Durstine Bar-X Mix Invades large papers along its lines to New 
7 Dictograph Sales Corporation, National Field Orleans for a preview of the new 


New York, has appointed Roy S. ne train. Cecil Taylor, assistant adver- 
Durstine, New York, to handle ad- ngs and Gage, Des Moines, |tising director of the KCS-L&A 
vertising of its inter-communicating a ~4 ee yr oer The — Lines, composed a _ special song, 
telephone system, Acousticon hear- |, eal allio Mf E tele. ane e- | “Southern Belle,” for the trip. 

ing aids, theater and church phone |CC™M¥Er Issue OF Esquire is among 


— — MON’ | those to be used. | €. C. Carr, advertising manager | 
equipments and Motor Dictographs. Walter E. Battenfield Company,|of the Aluminum Company of | 
of Des Moines, is the agency. | America, and D. B. Hobbs and W. C. 
MAILING SERVICE —_—__ Utley of his staff; Theodore Sills of | 
. . . a7 a7 a7 , 2 
Hixon Joins Wheelock Chicago, representing the Pullman 


Multigraphing — Fiiling-in ‘Standard Car Mfg. Company; Ed 


Harold Hixon, for six years with 


° ° 4 a > . rartic. | 
Addressing—Mimeographing | J. stirling Getchell, New York, has | W@™mer of the R. J. Potts Advertis 


‘ni — . ; age Agency, Kansas City, and the 

joined Ward Wheelock Company in | — i PD 
we tE LETTER SHOP, | + charge of creative activities in the | Bryant and Bryant Advertising 
CHICAGO New York office. | Agency, Shreveport, La., all coop | 
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ew York’s 
department stores, seeking to 


; ie - 90¢ 


reach women, make 


The New York Times their leading 


a The new ATLAS DISPLAY PRINT is big, colorful and 
To Give You An Idea eye-catching BUT economical. Many a newspaper ad (or 


of the scale of prices and quantities, other illustrated selling copy) will become a dominating dis- 
10 Display Prints enlarged to 24”°x36' 


irom one original, $1.70 each 25 aft play, if you make it BIG. ATLAS Display Prints, up to 54” 


$1.40 each —other quantities and sizes 


medium for upstairs (everything 


but bargain basement) adver- 


tising. Because The New York Times 


= gropertion. Color te net vestvicted wide mounted on strong, flat Superboard withaneasel, make reaches one of the largest 

o Ota p Ming yd —~ o—4 bo a big impression without handicap of costliness. audiences of women reached 
eee an Areas, Warten! Other ATLAS Specialties include Murals, Bromide En- by any newspaper anywhere— 
aoe ee eee ae Sap geen largements, Jumbostats, Photostats, Atlastats, Copy Photo- 


221,840 weekdays, 414,180 
Sundays in the Profit Half 
of the New York market 


graphs and Studio Photography. 


ATLAS PHOTO COPY COMPANY (22: ©. sicutcan avenue 


919 HM. MICHIGAN AVENUE 


rhe d 4 221 W. LASALLE STREET alone. 
4 104 S$. MICHIGAN AVENUE 


‘ - te 7. ‘ : 
% =f ifs - “ 
‘. -§ asa ~ 4 ee 
ab eer o roel ¥5 cit. | hel 
; Sy a ; > f Sind cacy Grae 
* ee % w 


ge 
Beck 
eB 
aa 
} 
a 
— Z 
— 
~ 
(Lg B 
ais + J a i - _ . Re gy” ae | f * 
_ Mounted /) a 
A 4, f z hed 
- a re 
aime 4 F 
Lwe ws , . 
5 PO 
4 : 
- 
= a 
= YY a a Pa AE ~~ 
: ned 
| = BSS - 
a 4 


Taha! Re, = 


Pa gto, 


oy 


; 


44 


ADVERTISING AGE 


October 7, 1949 


I. S. Mack, Hoad of | 
G. C. Murphy Co., 
Retail Chain, Dies | 


| 

Pittsburgh, Oct. 1.—John S. Mack, | 
60, who built the G. C. Murphy | 
Company into one of the largest | 
chains of retail stores in the coun- 
try, died Sept. 27, at his Brush Val- 
ley home, near Indiana, Pa., follow- 
ing a cerebral hemorrhage. 

Mr. Mack had a typical Horatio 
Alger business career. Fresh out 
of a business college in Johnstown, 
Pa., in 1889 he got a five-dollar-a- 
week job in the stockroom of the 
McCrory Company five-and-ten- 
cent store. His advance was rapid 
and three years later, when only 28 
years old, he was named general 
manager of the entire McCrory 
chain. In 1911 he resigned to buy 
the controlling interest of the G. C. 
Murphy Company, then a_ small 
chain operating only in McKeesport, 
Pa. Under his management, the 
company grew until today it oper- 
ates more than 200 stores in nine 
states. For a year prior to his death, 
Mr. Mack had been virtually re- 
tired from active business but still 
retained his position as president of 
the Murphy Company. 


FRANK J. SEDLAK 

Syracuse, N. Y., Oct. 1.—Frank 
J. Sedlak, 67, president and general 
manager of the Syracuse Litho- 
graphing Company, died here yes- 
terday from carbon monoxide poi- 
soning in his basement garage. He 
had been with the lithographing 
company 30 years. 


WILLIAM H. ANDERSON 

Troy, N. Y., Oct. 1—William H. 
Anderson, associated with the Troy 
Times for 57 years until it was 
merged in 1935 with the Troy Rec- 
ord, died here today. He was 78 
years old and a native of this city. 

Mr. Anderson began his business 
career at the age of 16 as a clerk 
in the business office of the Times. 
He advanced to head of the adver- 
tising department, and became pub- 


Home, to 
thousands 

4 of World 
Ge fravelers 2 


Whenever and wherever well- 
traveled people meet and Phila- 
delphia is mentioned, immediately 
the “Bellevue”, its service, food, 
atmosphere, become the absorb- 
ing topic. Rates are reasonable. 


BELLEVUE 
STRATFORD 


IN PHILADELPHIA 
CLAUDE H. BENNETT, General Manager 


lisher in 1916 after serving as man- 
ager for 20 years. 

Since his retirement from the 
publishing field, he has served as 
chairman of the Whiteface Moun- 
tain Commission, which built a 
$1,000,000 memorial highway in 
tribute to New York State soldiers 
who lost their lives in the world 


war. 
GEORGE F. EARNSHAW | 
Newton, Mass., Oct. 2.—George 


F. Earnshaw, who played the role 
of advertiser and publisher with 
equal facility, died at his summer 
home at Booth Bay Harbor, Me., 
yesterday. Mr. Earnshaw, who was 
70 years old, founded the Earnshaw 
Knitting Mills in 1911 and made 
Vanta a household word by exten- 
sive advertising of that brand of 
baby garments. 

In 1917, Mr. Earnshaw _ estab- 
lished Infants’ and Children’s De- 
partment, of which he served as 
editor for many years. This paper 
emphasized the importance of de- 
partments for infants’ wear and 
assisted Mr. Earnshaw in his long 
sought goal of divorcing them from 
others. 


RAYMOND W. DENNIS 

Sioux Falls, S. D., Oct. 1—Ray- 
mond W. Dennis, 51, assistant ad- 
vertising manager of the Sioux Falls 
Argus Leader, died here Sept. 27. 
He was formerly with the Des 
Moines Capitol as advertising agent. | 


House Magazine Editors 
to Meet in Chicago 


New developments, improvements 
and opportunities in the field of cor- 
porate journalism will be discussed 
by various speakers at the 22nd | 
annual meeting of the Employees | 
Publication Section to be held Oct. 
8-9 in conjunction with the National 
Safety Congress at the Hotel | 
Stevens, Chicago. 

Among the speakers will be Wal- 
ter E. Scott, managing editor of 
General Motors Corporation’s “G-M 
Folks;” James W. Irwin, assistant 
to the president, Monsanto Chemical 
Company, which issues “Monsanto 
Magazine”; and H. J. Higdon, adver- 
tising manager, Phoenix Metal Cap 
Company, and editor of “Phoenix 
Flame.” Merrick Jackson, editor of 
two Western Electric Company pub- 
lications and a member of the board 
of governors of the House Magazine 
Institute, will be general chairman. 


Georgia Newspaper 
Admen to Meet Oct. 14 


The Georgia Daily Newspaper | 
Advertising Men’s Association will | 
hold its annual convention at the | 


Ralston Hotel, Columbus, 
Oct. 14. 

Lee Kelly, advertising manager 
of the Thomasville Times-Enter- 
prise, will preside and speakers will 
include Chess Lagomarsino Jr., 
Davison-Paxon Company, Atlanta; 
B. Frank Cook, Bryant, Griffith and 
Brunson, Atlanta, and Dr. Michael 
Cox, Georgia School of Technology, 
Atlanta. There will be a luncheon 
and a round table discussion in the | 
afternoon led by Pat Rice, Jr., of | 
the Augusta Chronicle. 


Ga., 


@ Practical experience in: Advertising copy, Layout, Sales, Merchan- 
dising, Publicity and Newspaper work. First prize winner national 
newspaper display contest. College graduate. Married. For inter- 


view, write Jack A. Fritzlen, 322 


* | St 


Hull Court, Waukegan, Hlinois. 


THIS WEEK 


Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 


——— 


YEAR TO DATE 


| Dixie for 25 years, has been ap- 


pointed Southern sales manager for 
Owens-Illinois Glass Company with 
supervision of branches in Atlanta, 
Memphis, Nashville and New Or- 
leans. 


J. Ehlinger Advertising, Tulsa. Pub- 
lication of a monthly house pub- 
lication, “The Eli Engineer,” by 
Engineering Laboratories, has been 
launched under the agency’s direc- 
tion. 
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JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
% Gain % Gain 
39-Week 39-Week 39-Week or Loss” or Loss 
Period Period Period 1940 1940 Week Week % Gain 
Ended Ended Ended over over Ended Ended ‘ 
Oct. 1, 1938 Sept. 30,1939 Sept. 28, 1940 1938 1939 Sept. 30, 1939 Sept. 28, 1940 LL. ss 
SAMFOR, ©, .sccccesceee 8,858,581 7,247,217 ~ 7,069,269 —20.2 25 185,409 | 188,178 5 
n. i Bétsaetiase 6,261,425 6,060,439 5,731,058 —8.5 —b5.4 186,647 179,603 8 
rn UE, sestivaves 11,396,510 12,956,790 11,361,994 —0.3 —12.3 439,894 400,883 ‘.9 
Pemaeemnere, BEG. 2.6 ckcen 15,836,733 15,987,018 16,382,195 + 3.4 +2.5 507,146 515,510 fi 
Birmingham, Ala. .... 9,289,266 9,698,672 10,340,921 +11.3 + 6.6 303,632 206,143 1 
Boston, Mass. .........- 13,821,017 13,813,175 13,137,840 —5.0 —4.9 473,418 ~ $00,506 ¥ 
| Bridgeport, Conn, .... 6,560,876 7,160,418 7,517,920 + 14.6 + 5.0 191,604 222,544 + 16.1 
nn 2. Messscaedee 11,618,880 11,319,370 11,038,426 5.0 —2.5 212,300 408,101 2.2 
Cn - We Maik e6eeeds 2,784,473 3,140,567 3,982,988 + 43.0 +- 26.8 125,119 143,528 + 14.7 
Cedar Rapids, la....... 3,538,976 3,707,198 3,521,975 0.5 —5.0 103,264 112,378 + 8.8 
Charleston, W. Va..... 6,963,137 7,530,929 7,498,968 +7.7 0.4 226,688 228,256 +07 
MCMSOREG,. BE cccccicess 22,641,945 21,436,983 20,841,919 8.0 2.8 618,830 613,860 8 
ee ee 11,177,411 11,395,165 12,127,790 + 8.5 + 6.4 332,845 437,096 +351.3 
Cleveland, O. .. ..-e. 10,855,006 13,070,055 13,572,536 25.0 +3.8 358,595 361,247 0.7 
Cee, Gy. «escescus 9,034,105 9,722,889 9,738,378 + 7.8 + 0.2 287,232 293,171 2.1 
Dallas, Tex. ..... eee 15,193,976 15,280,129 14,849,939 —2.3 —2.8 417,412 398,920 14 
Davenport, Ia. ........ 6,842,438 6,953,898 —.1 + 1.6 181,440 201,236 + 10.9 
ream, Gh sicccesseas 10,120,060 10,319,162 +10.3 + 2.0 272,454 295,526 + 8.5 
rrr. Cee. co scekeas 6,678,243 6,283,495 —1.3 5.9 171,568 164,187 4.3 
Des Moines, Ia......... 4,698,779 4,912,487 + 3.8 + 4.5 135,241 141,854 + 4.9 
Detroit, Mich. ........ 14,604,117 15,351,820 + 18.6 +5.1- 440,091 485,759 $101 
ae Beem “WORs ces aaces 7,713,213 7,808,652 + 5.5 + 1.2 227,024 210,826 7.1 
Brie, Pa. ...ss> 7,047,698 6,836,732 + 4.5 —3.4 192,374 179,998 —6.4 
Evansville, Ind. ...... 8,693,326 8,979,417 +0.7 +3.3 272,986 292,544 + 7.2 
Fall River, Mass...... 2,514,237 2,563,040 +11.7 +-1.9 79,150 75,624 1.5 
Flint, Mich. ....... rye 5,978,286 6,592,852 +27.8 +103 161,462 204,652 +26.7 
Fort Wayne, Ind..... 7,851,154 8,076,265 + 2.7 + 2.9 256,088 201,705 1.2 
Gee, BG. «eccesvece , 4,400,343 4,740,596 + 14.9 +7.7 123,635 140,632 + 13.7 
Grand Rapids, Mich.... 6,606,676 6,390,744 6,684,762 +1,.2 + 4.6 198,464 217,084 a4 
Greenville, 8. C........ 1,778,083 4,894,472 5,442,055 13.9 +-11.2 130,911 192,011 + 46.7 
PeOUBTOM, TOR. .cccser 12,294,794 12,833,194 13,994,006 + 13.8 + 9.0 438,270 397,992 9.2 
Huntington, W. Va....  5,: 5,833,038 6,135,820 +15.7 + 5.2 199,805 211,213 5.7 
Indianapolis, Ind. ..... 11,653,392 12,184,212 13,138,687 + 12.7 +78 392,266 420,350 i.e 
Jacksonville, Fla. ..... 6,306,352 6,797,490 7,150,710 + 13.4 5.2 201,432 205,716 +21 
Jersey City, NW. d..cc0ss 1,518,492 1,550,645 1,582,193 + 4,2 - 2.0 47,236 50,487 6.9 
Kansas City, Kan...... 2,025,758 ~ 1,962,471 2,235,219 F103 413.9 52,892 ~ 64,926 3.9 
Knoxville; Tenn ewes 7,436,869 7,918,349 7,843,556 +55 1.0 256,438 277,648 8.3 
Little Rock, Ark..... 6,930,492 6,808,621 7,142,856 + 3.1 + 5.0 197,582 228,802 + 15.8 
Los Angeles, Cal....... 17,296,970 18,284,460 18,033,33 + 4.3 1.4 462,807 468,13 1.2 
Louisville, Ky. ‘ 10,301,966 10,606,546 10,791,178 + 4.7 +1.7 314,543 $326,403 3.8 
> " aaa 850,264 6,177,838 6,704,114 +14.6 +85 153,034 222,698 + 45.5 
Manchester, N ae , 2, 609 S89 3,416,413 } é + 20.1 5.1 76,048 81,756 7.5 
Memphis, Tenn 8,340,332 8,859,648 9, 14.9 + 8.2 277,606 262,094 0.6 
Miami, Fla 65 9,646,162 10,453, 8.3 +84 195,002 210,126 7.8 
Milwaukee, Wis a 11,043,295 10,450,523 11,435,919 + 3.7 + 9.6 322,756 335,391 3.9 
‘Minneapolis, Minn. ... 9,900,892 10,149,613 9,177,444 7.3 9.6 $31,542 273,524 8.0 
Moline, Rock Island, Il 6,200,432 33 6,236,994 LO.6 +1.7 173,320 173,124 0.1 
Nassau County, L. IL... 1,802,857 1,745,826 —3.2 —10.7 93,153 56,090 8 
New Bedford, Mass..... 2 300,214 2,601,032 + 13.1 +- 12.3 70,014 94,500 5.0 
New Haven, Conn ; 6,681,878 797, 7,109,886 + 6.4 +- 4.6 187,908 208,726 11.1 
New Orleans, La....... 13,845,787 14,369,330 14,847,286 + 7.2 3.3 439,412 411,054 6.5 
New York, N. Y....... 42,960,850 42,744,294 42,182,764 —1.8 1.3 1,342,320 1,405,123 4.7 
Brooklyn, N.Y. . $8,663,239 2,900,608 2,586,860 29.4 1.5 84,176 78,27 7.6 
Norfolk, Va ice 6,894,118 7,029,092 7,563,976 +9.7 + 7.6 185,052 221,298 9.0 
Oakland, Cal . vies 5,408,567 », 847,229 6,508,412 20.3 11.3 236,254 184,700 21.8 
‘Oklahoma City, Okla 8,825,228 6,687,226 5,890,506 33.3 —11.9 224,014 232,582 + 3.8 
Omaha, Neb. 4,469,379 4,299,513 4,402,362 1.5 +-2.4 149,53 119,984 19.8 
Peoria, Ill i 7,558,885 7,961,125 8,726,467 +15.4 + 9.6 287,861 336,966 7.1 
Philadelphia, Pa. ..... 19,259,528 20,083,690 20,991,170 + 9.0 +45 652,728 673,986 ° 
Phoenix, Ariz. ..... 6,644,928 >, 429,396 5,971,672 + 5.8 10.0 149,828 156,828 4.4 
Pittsburgh, Pa. ~eeee 16,027,830 14,780,430 15,454,628 1.6 + 4.6 438,550 467,264 t 
Portland, Ore , 8,782,668 9,403,879 8,367,306 4.7 11.0 286,73 210,028 26.8 
Reading, Va 6,966,505 7.349,041 7,885,428 + 13.2 + 7.3 235,732 255,010 5.6 
Richmond, Va it 8,953,336 9,462,688 §. 558,962 +68 + 1.0 166,630 289,772 ) 
Rochester, N Y 10,761,36 11,098,937 11,291,921 + 4.9 | 320,054 309,761 - 
Rockford, Ill 5.688.977 5,904,486 «6,309,142 -11.0 +6.9 178,668 181,384 
Sacramento, Cal 6,903,931 6,119,764 6,020,437 + 2.0 1.6 169,540 176,176 
San Antonio, Tex 1,692,709 », 357,900 5,610,515 + 19.6 + 4.7 179,746 184,531 «4 
San Diego. Cal 4.459.950 9,607.53 5.070.160 14.7 16.0 259.924 O4.58 
Seattle, Wash 6.797.845 S408 16 8.744.006 + 28.6 1.0 275.884 261.758 
‘South Bend, Ind 5,215,701 | 100,984 B.941,807 — 1.0 115,516 131,651 ‘ 
Spokane, Wash 4$,920,632 4,936,470 4,817,334 2.1 2.4 133,868 116,346 ° 
Louis, Mo ~-- 13,022,056 13,238,290 l 3.5 1.8 49.640 29.460 i 
St. Paul, Minn.. 8,384,918 997,949 5.9 1 19.705 S503 
Syracuse, N. Y h.318.383 176.689 0.5 4 148.183 150.26 
Tacoma, Wash ' 4,428,816 4,666,29 10.2 +4.5 133,574 131,418 
Tampa, Fla 92,92 1,920,706 + 30.5 + 16.5 133,140 148,498 
Toronto, Ont., Can 11,952,9 1 13 7.7 29,432 312,867 
Troy, N. Y 230,126 + 4.9 2.6 18,910 93,00 
Tulsa, Okla 6,649,168 + 4.0 6.6 195,594 10,658 
| Washington, D. C 24,703,682 ) “ 1.6 T76,852 751842 . 
Youngstown, © », 61 2 6,136,328 14.6 J 153,906 157,731 ated 
Total , 706,763,343 720,466,426 7 119,914 ¢ 1. 21,557,538 21,953,168 1.5 
1 Akron Times-Press discontinued Aug. 28, 1938. 5 San Diego Sun suspended publication Nov én 
2 Chicago Herald & Exam. discontinued Aug. 28, 1939 6 Atlanta Georgian and Sunday American cea os 
Oklahoma News discontinued Feb. 24, 1939. lication Dec. 17, 1939. , 
4 News-Times discontinued Dec. 28, 1938 7 Minneapolis Star and Journal merged Aug , 
——_e—««<«<* 
J. A. Runnels Advanced Aero to Ehlinger Whitman Gets New Duties 
J. A. Runnels, Atlanta, a glass Aero Exploration Company, Tulsa, Harlan M. Whitman ha: een 
container sales representative in j|has placed its account with Stanley appointed sales promotion n ger 


of Curtis 1000, Inc., envelope mos; 
with headquarters at the H rd 
division of the company. H+ "4 
been advertising manager for ©’; 
eral years and will continue nat 
capacity also. 
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E xport Loss Rocks 
King Cotton, But 
He's Not Down Yet 


(Continued from Page 1) 


depend on the industry and that 
cotton is the most versatile agri- 
cul'ural commodity produced, cot- 
ton has never had the benefit of 
the fanfare, publicity, advertising 
anc elaborate merchandising which 
has attended the birth of any of a 
number of synthetic products in 
recent years. 

The Institute, which is at the 
same time a trade association of 
the cotton milling field and the 
major promotion medium for the 
industry, has achieved wonders 
with an annual promotion budget 
of only $85,000. 


The size of the budget prohibits | 


national advertising even if it were 
practicable. But the promotion arm 
of the Institute carries on an exten- 
sive program which is responsible, 
in part at least, for the expected 
record in domestic consumption this 
year. 

Details of this 
explained by Charles K. Everett, 
director of promotion. Spearhead 
of the whole plan is National Cot- 
ton Week, staged every year in May. 
Merchandising efforts used  suc- 
cessfully during this period will be 
used throughout the year, leading 
up to the climax of the “Week” 
itself, Mr. Everett explained. 

During the coming season, the 
Institute will provide retailers with 
six store bulletins, four fashion 
reports, a cotton promotion calendar 
and a swatch book. Clip sheets, 
photographs and publicity are also 
a part of the plan. 

The Institute will also publish a 
premium guide for advertisers who 
use premiums. It will contain sug- 
gestions for adding cotton items to 
premium catalogs. Also slated for 
publication are three technical 
booklets outlining industrial appli- 
cations of cotton. 

Most important of the Institute's 
promotion plans is the cooperation 
gained from such groups as the 
National Retail Dry Goods Associa- 
tion, the Institute of Distribution, 
the National Association of Chain 
Drug Stores and the National Asso- 
ciation of Food Chains. All of these 
groups are represented on the Cot- 
ton Consumption Council, an off- 
shoot of the Institute. The chair- 
man of the Council is Harry D. 
Wilson, state commissioner of agri- 
culture of Louisiana. 

With such store groups as these 
rallied to its cause, the number of 
stores participating in National Cot- 
ton Week has risen from 14,000 in 
the first year, 1931, to 100,000 last 


' 


JESS H. STRI 


| wherever possible. 
'festivals are 
program were | 


| stage 


year. Even stores selling no cotton 
products have been induced to par- 
ticipate by tie-up window 
counter displays. 


The Institute’s Role 


and | 


“Risk Detector’ 


These 100,000 stores spent an esti- 
” |proach to the problem of planning 


mated $2,000,000 in advertising Na- 
tional Cotton Week last year, Mr. 
Everett said. Sales increases by 
chain and independent stores and 


/mail order houses were between 15 


and 20 per cent on cotton products, 


| he said. 


The Institute’s role is to provide 
the basic philosophy and a host of 
selling ideas. Both are transmitted 
to individual retailers through their 
trade associations, who realize that 
not only is it smart public relations 
to come to the aid of a beleaguered 
industry such as cotton but that it 
means more sales as well. Many 
stores, in past years, have under- 


and have been unable to supply the 
demand for cotton products created 
by the advertising. 

The Institute uses showmanship 
Annual cotton 
held at New Orleans 
and other cities in the cotton belt, 
a “Cotton Queen” is crowned, etc., 
buttons, banners, pageants and 
parades all have their place. 

To celebrate the week last year in 
Washington, a tie-up was made 
between a newspaper, a theater and 
the city’s retailers. The newspaper 
ran a special section, the theater’s 
show was built around the 
cotton motif, and retailers not only 
featured cotton merchandise in ad- 
vertising but had displays in the 
theater lobby. 

The Institute’s merchandising 
approach is to avoid the patriotic 
appeal while still emphasizing the 
economic importance of the cotton 
industry. It attempts to arouse a 
spirit of “enlightened self-interest” 
both among cooperating stores and 
among ultimate consumers. 


Will Supply Inventories 


A new phase of the promotion 
program this crop year will be the 
supplying of model inventories of 
cotton goods, suitable for various 
types of retail outlets, in order that 


| Promotion” by 


retailers may know how much cot- | 


ton the average store of the same 
size is able to sell. 

The Institute also engages in a 
variety of miscellaneous activities. 
One of these was its sponsorship of 
“The Threads of a Nation,” a movie 
produced by Columbia Pictures. 
This film has already been seen by 
10,000,000 people, and _ 15,000,000 
will have seen it when theater 
bookings are completed. 

Per capita consumption of cotton 
has been increasing for the past 
three years. If this trend can be 
further stimulated during the new 
crop year, and the 10,000,000 bale 
objective achieved, the reduction in 
the foreign market will be compen- 
sated for, no further additions to the 
cotton surplus will be necessary, no 
further governmental crop control 
measures will be adopted—and King 


, Cotton will still reign! 


Phone Calumal 7200 or While fe. 
MAGILL-WEINSHEIMER COMPANY 


1320-1334 SOUTH WABASH AVENUE 


M-W ECONO-PRINT (Planograph) is ideal for your short-run” booklets, 
broadsides, folders, house organs, maps, posters, sales bulletins, 
window strips, and the like, where only a small quantity is needed. 


Soves you time and money on many types of moderate-size jobs. 


CHICAGO, ILLINOIS 


estimated the value of their tie-up | '° which supply a basis for insur- 


Featured in New 


Insurance Copy | 


Newark, Oct. 2.—An unusual ap- | 


insurance to fit the individual needs | 
of each policyholder is being fea- 
tured by the American Insurance | 
Group in a new campaign built | 
around a “risk detector” booklet de- 
signed to reveal gaps in insurance 
protection. 

The booklet is being offered in 
magazine advertisements appearing 
in American Home, American 
Magazine, Better Homes & Gardens, 
The Saturday Evening Post and six | 
business papers. N. W. Ayer & Son | 
is the agency. 

The “risk detector” includes a 
quiz sheet of 28 questions, answers 


ance planning. When the answers 
are forwarded to company head- 
quarters, they are studied and an- 
alyzed and the facts indexed and 
put in a personal booklet which is 
sent to the prospect. 

Advertising of this plan stresses 


the need for fitting insurance to in- 
dividual needs. The opening in| 
sertion, for example, points out | 
that when a hat doesn’t fit, the | 


wearer knows it at once, but that 
insurance may not fit and yet the 
policyholder may not know it until 
too late. 

Copy features the slogan “Insure 
the American Way,” which is de- 
fined as “making every premium 
dollar buy the most protection and | 
peace-of-mind.” 


N. Y. Ad Club to Offer 
Sales Promotion Clinics 


Sales promotion will be the sub- 
ject of six specialized clinics to be 
offered by the advertising and sell- 
ing course of the Advertising Club 
of New York. 

Leaders of 
subjects will 


the clinics and their 
be: “Drug Products 
Robert J. Ingram, 
sales promotion manager, Bristol- 
Myers Company; “Promoting Gen- 
eral Electric Major Appliances” by 
E. Hamilton Campbell, manager, 
advertising and sales promotion de- 
partment, Rex Cole, Inc.; “Food 
Products Promotion” by Harry G. 
Kebel, assistant advertising man- 
ager, Standard Brands, Inc.: “Pub- 
lications Promotion” by William E. 
Dempster, promotion director, New 
York Herald Tribune; “Promoting 
an ‘In-Built’ Textile Product” by 
John A. Spooner, advertising man- 
ager, American Viscose Corporation; 


|\“Promoting an ‘In-Built’ Industrial 


Product” by H. M. Carroll, adver- | 
tising manager, Hyatt Roller Bear- 
ings Division, General Motors Sales 
Corporation. 

Courts Bar Back Pay 

to Paper’s Employes 

The Georgia state supreme court 
has upheld a decision of the lower | 
court refusing back pay to several 
members of the Atlanta Typographi- 
cal Union and employes of the sus- 
pended Atlanta Georgian and Sun- 
day American. 

The employes had claimed seven 
weeks’ back pay from Hearst Con- 
solidated Publications, publisher of 
the Georgian, on the strength of a 
union contract extending from June 
6, 1938, to Sept. 30, 1940. The paper 
suspended publication Jan. 1, 1940 
The court ruled, however, that sus- 
pension of the publication voided 
the provisions of the contract with 
the local union and that members 
could not collect the back wages. 


Kinnick on Radio 


for lowa Dairies 
The Dairy 


Iowa Industry Com- 


|mission will use Nile Kinnick, for- 


mer University of Iowa all-Ameri- 
can football star, on its broadcast 
of football games this fall. 

Kinnick will appear at the half- | 
time intermission to describe the | 
Iowa university games and at the 
same time plug the use of dairy 
products for $25 per game. The 
Iowa Broadcasting System and sta- | 
tion WSUI at Iowa City are carry- | 
ing the dairy sponsored games 


Wire Cloth to Sanger 
Newark Wire Cloth Company has 
appointed Alan Bridgman Sanger, 


New York, to handle advertising 
of its wire screen and wire cloth 
products 


“ROLL YOUR OWN" 


“JUST TRY THIS FOR SIZE” 


waue 


= Americ GM ws 


American [nowrance Group 
Nework New Jersey 
The Aatormar tem anee Company Pee veewey Fis Undereciies 


The Cotemipin Fore tonerance Company Olas Pew imeercs Commeny 


Advice to magazine readers by Ameri- 
can Insurance Group. 


| McCoy Joins Agency 


Harold A. McCoy, formerly adver- 
tising manager of American Fruit 
Growers, Inc., has joined Walker 
& Downing, Pittsburgh agency, 
which handles the account. Fol- 
lowing transfer of the company’s 
advertising department to Chicago, 
Richard D. Messinger was 
advertising manager 


named | 


Cranberry Season 
Brief, So Canners 
Shoot the Works 


South Hanson, Mass., Oct. 3.— 
|Cranberry Canners’ Ocean Spray 
cranberry sauce is going to be ad- 
| vertised until the first of the year in 
| The American Weekly, Better 
|Homes & Gardens, Good House- 
|keeping, Ladies’ Home Journal, 
|'Sunset Magazine and This Week. 
|Business papers scheduled for the 
|campaign include Chain Store Age, 
|New England Grocery and Market- 
man’s Magazine, Progressive Grocer, 
|Super Market Merchandising and 
|Voluntary and Cooperative Groups 
Magazine. Newspapers in leading 
cities will be used. 

In addition to the Marjorie Mills 
program, already used and sched- 
uled for this campaign, additions 
to the radio schedule will include 
KTUL, Tulsa; KOMA, Oklahoma 
City; the McCann hour over WOR 
and the Pantry Shelf over WBT, 
Charlotte. 

Through a cooperative tieup with 
the Fishery Council of New York 
'Ocean Spray will be _ featured 
throughout the coming months by 
posters on several hundred trucks, 
tying in the message, “Serve with 
Cranberry Sauce,” and displaying 
fish. The council will also dis- 
tribute 10,000 leaflets published by 
Cranberry Canners. Harry M. Frost 
Company is the agency. 


Blue Label to Goulston 


The Goulston Agency, Boston, has 
been appointed to handle advertis- 
ing for Blue Label extract. 


PRESIDENT 
John L. Horgan 
Gen. Mor. 


HOTEL EDISON 


SAME OWNERSHIP 


Direct Subway géntrance 
to. Worlds Far 


New York's Popular 


HOTEL 


LINCOLN 


441TH TO 45TH STS. AT 8TH AVE. 


1400 ROOMS from $3 


Each with Bath, Servidor, and 
Radio. Four fine 


acclaimed for 


restaurants 


cuisine. 
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October 7, 1949 


In Detroit, a great industrialist waits wearily for 
the “Owl”. He has earned the right to be in bed at 
the ungodly hour of three in the morning, but he 
is flying to an A.M. conference in New York and 
a P.M. meeting in Washington ...In Watertown, 
Massachusetts, a grayhaired inspector plucks a rifle 
barrel from a rack and puts his gauges onit...In 
Watervliet, New York, a crane man gently lowers 
a big gun into the sweatpit for the heat treatment 
which will toughen it to fling a quarter-ton of metal 
and powder a score of miles. 


* + * 


NCE AGAIN, we Americans have reached for our 

rifles to protect our ideals. Once again, we rearm to 
defend, if we must, our way of life. Once again, we dis- 
cover new necessities. 

The rifled barrel of the Pennsylvania flint-lock made 
obsolete the smooth-bore British muskets; the repeating 
rifle replaced the single-shot muzzle loaders; the semi- 
automatic Garand develops greater fire-power than the 
finest hand-operated Springfield. 

Rearmament extends to more than rifles—it reaches 
far beyond armories and training camps. It marches 
directly into factories marked for M Day, but it permeates 
indirectly our whole business structure. The pressure of 
its presence makes obsolete a lot of flintlock ideas, forces 
a new evaluation of principles and practices. 

Rearmament reaches publishing and advertising, 
too. Tests and gauges will be applied to magazines as 
well as rifles. Higher costs and higher taxes will make 
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a higher fire-power vital in advertising. 

We, as publishers, believe that the fire-power of the 
printed page is best measured by its ability to transmit 
ideas. And we know, as do successful advertisers, that a 
slick finish is no substitute for an idea. That a well- 
presented thought needs no better varnish than its own 
high polish 

This company hasn't gone in for parade-ground 
paint. But in its many years of close contact with the 
American public mind, it has developed a high fire- 
power of ideas. 

Liberty, our biggest magazine, offers many examples 
of this efficiency in passing ideas from mind to mind. 
Examples of editorial power which changed trends and 
situations. Examples of advertising efficiency which have 
made this magazine first in value—first in the fire-power 
of the printed page. 


Business is buying rearmament. The wheels of busi- 
ness must not be slowed—because national defense must 
be paid for with national taxes. With a portion of the 
profits from the flow of goods and services which make 
our Civilization what it is. For only by maintaining our 
standard of living as high as possible can we protect it 
against the forces which would lower it. 

Advertising—efficient advertising which cuts the cost 
of selling to match the cost of manufacturing—will be 
more important in the economy of rearmament which 
has been thrust upon us. 

Advertisers who sense the new necessities, who see 
the true values of Macfadden publishing principles, will 
be interested in the evidence these magazines can offer. 
Liberty, for example, placed first in “ads seen and read” 


per advertising dollar spent in 45 out of 49 Starch 
tested schedules of current national advertisers. Liberty's 
advertising vitality is visible in its revenue record of 
recent months. With one exception Liberty has shown 
a gain every month for the last twenty months. And 
Liberty's editorial vitality is demonstrated in its recent 
circulation increases through the summer—increases in 
a period when a decline is normal. 


THESE increases reaffirm a prime publishing principle 
with us: that the easier it is to sell a product, the higher 
the value. For these increases were not due to subscrip- 
tion selling, but to people buying. Advertisers will be 
interested to know that magazines bought copy by copy, 
paralleling public interest, cost less to sell, contribute 
most to advertising value. And that Liberty, to continue 
the example, commands the highest wholesale price of 
any five cent weekly. 

All magazine advertising rates are based on the cost 
of delivering copies to prospective customers. Macfadden 
advertising values are high because people like 
Macfadden magazines. Macfadden publishing principles 
make possible Macfadden advertising values. 


MACFADDEN PUBLICATIONS 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


DOUBLE MEANING PERFECTLY CLEAR HERE 


Power in the pinches 


Standard RED CROWN gas 


Standard Oil of Indiana found no need to explain what it meant by this at- 
tractive 24-sheet lithographed by Continental Lithograph Corporation. 


GENERAL BAKING FEATURES LOCAL GAMES 


VOU MORE CO 


General Baking Company returns to the outdoor medium after an absence of 
three years with this poster, which will carry a special 24x44” streamer in the 
lower left corner in certain sections, advertising the forthcoming local high school 
football game. The streamers will be carefully chosen to appeal to readers in 
each neighborhood. Peter J. Carey & Sons lithographed the poster. 


CLAIMS NEW RECORD FOR SIGNS 


a0 cons 


BE owen 


This barricade sign on the International Casino building in Times Square, New 

York, where the newest and largest Bond Clothes store is being constructed, 

is alleged to be the largest sign of this type ever built. It's 12 feet high and 

tuns around three sides of the building. The famous Wrigley “floating fish” 

spectacular, by the way, is on the roof of this building. Photo courtesy Sherwin- 
Williams. 


What caused that sparkle in the eyes of 
these onlookers will never be known. 
Everett Smith, Macfadden Publications, 
and G. D. Crain, Jr., Advertising Age, 
enjoy themselves at Skytop. 


LOOKING AHEAD 


Strong, silent: Merle Thorpe, Nation's 
Business, and Arthur de Z. Patton, The 
Rudder. 


WORDS OF WISDOM 


Hugh H. Norman, advertising director 

of the Globe-News Publishing Company, 

Amarillo, Tex., puts Elsie, the Borden 

cow, wise to the merits of newspaper 

advertising as she passes through the 
Texas city. 


"CLOSE-UPS" ADD ATTRACTIVENESS TO POSTERS 


boards. 


Sient heads and glasses make this and two similarly treated posters for Barbey's, Inc., Reading, Pa., stand out on the 
Gray & Rogers, Philadelphia, prepared the posters, while artwork was by John Milligan of Alber Studios. 
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Members of the National Publishers Association clear their heads in the usual 
way at their Skytop convention. Left to right, Bill Daley, American Publishers 


Conference; Duke Ulrich, Curtis Publishing Company; Rupert McLoughlin, NPA, 
and Frank Ware, Time, Inc. 


J. V. Bailey, Farm Journal, and Fred Stone, Parents’ Magazine, watch Guy L. 
Harrington, Macfadden, and A. E. Winger, Crowell-Collier, do their stuff at 
NPA meeting at Skytop, Pa. 


SOME CAN TAKE GOLF OR LEAVE IT 
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Another golfing scene: The Skytop golf pro; Al Cole and Barclay Atcheson, 
Readers’ Digest; B. A. Mackinnon, American Home, and T. J. Buttikofer, Hearst 
Magazines. 


HAYES COMPLETES THE FIRST FIFTY 


More than 150 advertising leaders turned out to honor Metz B. Hayes, New 
England representative of True Story, at a luncheon at the Copley Plaza, 
Boston, Sept. 30, marking his 50th anniversary as an advertising man. Left to 
right, L. E. Kingman, Vogue; H. B. Humphrey, agency head, who presided; Mr. 
Hayes, and Allen H. Wood, president, Wood, Brown & Wood, Boston agency. 
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Cops without uniforms! Cars without licenses! 
Letters with no address! Unsigned checks! People, 
places and things without names! Merchandise with- 

out brands! Heaven forbid that we should ever 


have to live in an ANONYMOUS world! 


Brands are the hooks we hang our buying faith 
on —the blazemarks on the trees, that guide us through 
the wilderness of value. 

Brands, alone, enable us to buy again and again the 
things we like best—to identify the maker who has taken 
our money and who, because he is known, can not escape 
his responsibility to us. 

No—we will not forego our brands! We will not 
submit to commercial amnesia! We will not stand for a 
blackout in the market place. 

If there is nothing in brands, then why waste money 
on dyes? Why not eliminate the blue and the red in the 


flag? A white bedsheet would last just as long. 


For unnumbered years the American public has lived 


with, and /oved its favorite brands. 


We like to go into drug stores and see displayed the 


Whats the matter 
@ with this pictures 


tooth paste which we know, from experience, leaves our 


mouths sweet and clean. 


Mother likes to take down the phone and order by name 
the coffee, the flour, the breakfast food, the bacon and 
ham that she knows her family likes best. 


Father likes to step up to the cigar counter and call for 
the tobacco that doesn’t burn his tongue, the cigarette 
that doesn’t hurt his throat, or the cigar that tastes best 
to him after dinner. 

% 

In Chicago THE CHICAGO DAILY NEWS is 
the favored home brand of most everybody. That name, 
printed at the masthead, has come to mean something 
very definite and fine. It means sincere, competent report- 
ing at its best. Reading quality, high character and pub- 
lication decency which families of discrimination are 


willing to welcome into their homes. 


And what’s good for the goose is good for the gander 
—when you come to Chicago, looking for a newspaper 
to carry your advertising message into the ad/est-to-buy, 
most worth-while homes of America’s second greatest 
market—dbuy by brand! Call for the proved article }) 
name! Say to your agency, or your advertising manager oF 


whoever makes up your list: * Remember in Chicago it’s — 


THE CHICAGO DAILY NEWS 


Chicagos HOME Newspaper 


WITH THE MOST VALUABLE CIRCULATION IN THE CITY” 


e 


i 
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DAILY NEWS PLAZA, goo Wést Madison Street, CHICAGO 
NEW YORK OFFICE: @Q Rockefeller Plaza * DETROIT OFFICE: 4-1/9 General Motors Building 


SAN FRANCISCO OFFICE: Hobart Building 
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